YOTH J0quy uuy 


SWI} JOuoTy, 431 S48A Lun 


See Your Southern distributor 


Royal Norseman Pushmobile ROCCE point me 


veryone wants a pushmobile after they've seen this great Royal Norse- TO RETAIL AT 


an! This real profit-maker will help you lead the field on the fast growing 95 

idget racing sport. Sell as a pushmobile alone, or with motor for big added d 

ofits. Absolutely safe for children! Will hold adults up to 240 lbs. Made 2916 Fourth Ave. So. 
heavy steel tubing with semi-pneumatic tires. Sturdily built. 6’ long, 28° Minneapolis, Minnesota 


ide, 2' high. For use on any hard-surfaced area. With lots of accessories Motor, accessories 
vailable for you to build up a big sale. extra 





Rod Dew 
FLOOR CouDITIONE 


you"4.95 


(Suggested retail price ) 
complete with 2 Polishing Brushes 


ececeeeeoeoooooo//Veeeeeeee@ 


WITH NEW FEATURES 

New motor—runs faster, runs cooler than 

any in competing machines, 
New exclusive styling—with baked silver 

gray finish. ADDITIONAL 
New light weight — less weight to carry, with He 8 , EASY-TO-MAKE 

equal durability and “abuse-ability.” P° PROFITS 
New brush lock — simpler and surer. : a 

‘ — ' IN THESE 

New lower price— made possible by omit- 3 

ting extra brushes. = P RELATED 

ITEMS 


(extra brushes available, of course) 


Other salesworthy features include handle that locks 
in upright position, extra-long 18-ft. Underwriters- 
approved cord, and patented quick-release cord 
holder. 

Counter-rotating brushes polish full 12-inch swath. 


De Luxe Model FP-33A. Same improved machine, but with 
2 polishing brushes and 2 scrubbing brushes and 2 felt 
pads. $59.95 suggested retail. 

Rug Cleaning Attachment. Simple, rugged, snaps easily into 
place on FP-33 or FP-33A. Complete with two vinyl 
brushes. $19.96 suggested retail. 

No change in profitable discount Floor Reconditioning Kit. 6 coarse, 6 medium sandpaper 

schedule. Order from your jobber today. discs, 2 holders, 4 steel wool pads, wrench. $10.96 sug- 
gested retail. 

Brushes. Polishing brushes $5.00 pair, scrubbing brushes 
$5.00 pair, felt pads $.80 pair. 


Red Devil Tools. 


UNION, NEW JERSEY, U. S. A. 
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*DESIGNED FOR A PURPOSE ™™“@N 


for the many fishermen who want the full power 
retrieve of the conventional direct drive bait casting reel 
and the casting ease of the closed type 

spinning reel—the Johnson CENTENNIAL has 

been purposely designed. The best features of both 
reels have been merged with a new type drag— 

to open the door to true spin-bait-casting. 

“Casts like a spinning reel— Retrieves like a 
casting reel.”” Comes equipped with 

approximately 100 yards of 10 lb. monofilament 
line. 18% inch retrieve. 


\ THE DENISON-JOHNSON CORPORATION ° 


For more information use Handy Return Card, Page 83 





OTHER FINE JOHNSON REELS: Centu? 
American-Type Spinning Reels and the Magnetic Fly Reel 


CENTENNIAL 


-y, Citation and Princess 


| 
| 
| 
| 
| 
I 
I 
| 
| 
| 
l 
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MANKATO 121B, MINNESOTA / 
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THE RIGHT SPEED 
FOR EVERY DRILLING JOB 
AND ALL SANDING, POLISHING 
SAWING ATTACHMENTS 


Sells better because there’s 
so much more fo sell... 


2-SPEED 2.8 AMP. 
3/e" DRILL! 


This new Shopmate outclasses all other drills . . . 
because it’s the only drill at anywhere near its price 
that changes speeds instantly, electrically . . . at 
the flick of a switch! And both speed ranges develop 
full power for fast, efficient drilling under any con- 
ditions! Nationally advertised in The Saturday 
Evening Post, Popular Science, Popular Mechanics, 
and other powerful consumer publications! 


NO OTHER DRILL HAS SO MUCH SELL! 
Powerful 2.8 amp. universal AC/DC fan-cooled motor! 
High speed (2000 rpm) for drilling wood, plaster, etc.! 


Full power output at either speed! 


- 

2 

© Low speed (1000 rpm) for heavy-duty applications! 
+ 

o 


@ Weighs only 6 pounds, perfectly bal 
@ Precision geared chuck and key! 


@ Multiple ball thrust bearing! 
© Precision cut alloy steel gears! 
@ Handsome silver luster finish! 


eoccc 


wmooo er 


Electro-mechanical transmission changes speed instontly, 
electrically by flicking speed range selector switch! 

Speed range selector switch interlocks with on-off switch for 
maximum safety! 

al to i 





SUGGESTED RETAIL 


395 


Special spindle lock for easy 
chuck removal! 


inate fatigue! 


PORTABLE ELECTRIC TOOLS, INC. 
JOR, 320 West Bird Street * Chicago 20, Iilinois 


TESTE 


mail to: George Weatherby, Sales Manager 

PORTABLE ELECTRIC TOOLS, INC. 320 W. 83rd St., Chicago 20, til. 
Send me full details on the revolutionary new 

Shopmate Model SD-382 2-speed Drill! 


Name is = 
Firm Name 
Address 
City Zone____State._____ 
My Preferred Distributor 
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BUSINESS TRENDS 


> Business Picture— As the fourth quarter got under way, virtually every 
economic factor indicated an increasing tempo of activity in the nation's 

business. Settling of the auto strike threat paved the way for big pro- 
duction which in turn will up the demand for steel. With the outlook so 
bright in the "big" industries most predictions are that business activity 
will continue to rise to mid-1959 and possibly into 1960. People, more con- 
fident of the future, are going into debt again--new car demand is good, 
residential construction is nearing record levels, and retail sales are 
strong. One significant fact: factory orders are rising at a time when 
sales and personal incomes are nearing record levels. 


Construction— Housing starts continue to increase. In September private 
residential construction was at the highest level since October 1955, 

and was only 2.3% below the record level hit in May 1955. With more 

abundant mortgage credit, residential construction will continue at a rapid 

pace, but will still be hardpressed to keep pace with the formation of new 

families. 


Retail Sales— Retail sales, benefitting from more stable prices, remain 
strong. In August, retail sales totaled 16.9 billion dollars, up 200 million 

from July and the highest level for the year to date. Durable goods 

sales at 5.3 billion dollars, were up from July but 7% below a year earlier. 


Consumer Income—In late summer, consumer incomes, at an annual rate, were 
up about 1 billion dollars from the July level, and little evidence of 

recession remained. Private wage and salary payments climbed to 194.8 

billion dollars, up 600 million from July and only about 5 billion below 

the same period of 1957. 


Employment—cCivilian employment was at a seasonal peak of 65.4 million in 

August, up 188,000 from July, but still a million below a year earlier. 
Employment doesn't as yet show the effect of the increase in business 
activity. Unemployment declined about 600,000 in August. 


Sales and Inventories— Manufacturers' sales and new orders rose slightly in 
July, about 2% in each instance. Meanwhile, manufacturing and trade in- 
ventories in July were about 5 billion dollars under a year earlier. 


Farm Income—fFarmers received 19.5 billion dollars from marketings in the 
first 8 months of 1958, 103% more than in the corresponding period of 
1957. Prices averaged 6% higher and the volume of marketings was up about 
4%. Receipts from livestock and products were about 12.2 billion dollars, 
10% above 1957. Crop receipts were 7.3 billion dollars, 12% above 1957. 


(See page 12 for current report on wholesale hardware sales.) 
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the PLAIN FACTS on the 
tool rental business today 





American KLoor | TELLS ALLI 











You and every real live salesman in your store will want You will find immediate, concise answers to your 


a copy of this unique book. A book that not only gives questions 

you the lowdown on tool rentals but also shows and tells 1. Which rental tools earn the most profit 
you how to sell more of whatever it is you are now stock 2 
ing, be it tools, wallpaper, lumber, dishpans or alarm om 
clocks. Leading sales and merchandising men show and 
tell you how to get people to buy now. 

Ken Kramer, managing editor of Business Week, who Dozens of other pertinent 
wrote the foreword to this stimulating handbook, des simple, easy to understand language. Do not delay. Send 
cribes it’... as a kind of post-graduate course in selling, a note or a postcard today—-simply write the words 
keyed to the times for today's modern merchant . . . read "$1,000 book.”” Your free copy will immediately be sent 
carefully ... your reading time will be well repaid.” to you without obligation 


profit proved rental tools, equipment, supplies 


/ fi 


How do you promote renta 
3. Are there booklets available telling my customers 
how to use these tools? 


questions are answered in 


Floor polishers e Rug Vacuums e Wollpoper steamers e Abrasive paper e Floor 
t f e Edger r : . 
Tit ond lever type floor sanders « Edgers shampooers ¢ Concrete grinders Woll washers « Tile removers Finishes © Rug shome 


MERICAN- ss / M ERIC ‘A N 


. MA HI 


INCOLN CORPORATION 


FIRST IN FLOOR MACHINES SALES AND SERVICE IN OVER 40 PRINCIPAL CITIES . TOLEDO 3, OHIO 
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THE V@MARD-MAN 


NEW POWER MOWERS 


have exclusive features that give 
you the jump on competition 


Only YARD-MAN power mowers provide so many deluxe features 
... Such dependability. As a Direct Factory Dealer you enjoy bigger 
profits and extra benefits. 

Here is a complete line of proven hand, power reel, power rotary and 
riding mowers which is years ahead in styling and engineering. The 
eye-catching “Buff and Bronze” color tones accentuate the many 
“customer-designed” selling features your customers are looking for. 
All YARD-MAN mowers carry a full year guarantee and are priced 
to sell. 

As a FRANCHISED YARD-MAN FACTORY DEALER you'll be 
backed by one of the nation’s largest power mower manufacturers. 
You'll be assisted by an effective “dealer designed” merchandising pro- 
gram. You'll enjoy the exclusive YARD-MAN Dealer Order Plan. 
You'll be a real partner in this fast growing, profit making YARD- 
MAN family. 

All across the nation, wise dealers are making the smart jump to 
YARD-MAN. Write today for your free DEALER BOOKLET and 
learn why you should make the jump, too. 


YARD-MAN, INC., 1410 W. GANSON ST., JACKSON, MICH. 
YOU'LL SELL THESE SUPER:OR 
YARD-MAN FEATURES 
EXCLUSIVE SAFETY BLADE 
CLUTCH 
SILENT YARD-MAN OPERATION 


RUGGED STEEL DECKS OF 13 
GAUGE BRIDGE-TYPE DESIGN 


INSTA-CONTROL HANDLE 
PRECISION CONSTRUCTION 


HANDLE MOUNTED MULCHER 
PLATE CONTROL ag 
Write Today for 


HAND ADJUSTED HEIGHT Your Free Dealer 
CUTTING CONTROL Booklet 


THIRTEEN TROUBLE -FREE, FEATURE-PACKED MODELS 


¥ 


Ne. 3000, 
No, 1040, 18” Reel . ’ " Ne. 2030 24” Riding Rotary 

No. 1010, No. 1050, 21” Reel a * "> 1 led Ne, 3010 
Direct ol Riding Rotory 


18” Hand Mower No. 1060, 18” 
Deluxe 
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lectric Starter 





NEW! POPULAR-PRICED MODEL OF LANGLEY’S 
@ FAMOUS EASY-CASTING CLOSED-FACE REEL 


LANGLEY THUMB CONTROL 





ADVERTISED PRICE 


onty > 1 495 


Factory -fitled with 120 yards 
6 ib monoctitament 


999 


LANGLEY CORPORATION DEPT. 3e 
310 EUCLID AVE.. GAN DIEGO 12, CALIFORNIA 











LANGLEY STAR DRAG 


CONVENIENT DOUBLE HANDLE 





Sell Sterling... 


retalem seem 1-11 mm celeimeiet-iielssl-ie-m Melalem Mil Mm aige)i-letilels 


TWO-BY-FOUR Hardware Cloth 
WELDED: 2 x 2 mesh with me- 


NON-CLIMBABLE FENCE chanically accurate wire spacing. 


Electric furnace steel wire is gal- 


Made of Copper-Bearing Electric Furnace Steel wanteed theth before end after 
welding. Standard widths from 
12” to 72”. 
WOVEN: Uniform in width with 
double selvage for extra strength. 
Zinc galvanized after wenvang, 
Six standard meshes 2” x 2”, 3 
x 3”, 4” x 4", 8’ x 8", %" x %”, 
and %" x %" ... widths 24”, 
30”, 36”, 48”. 
The Sterling ““Two-by-Four”’ design is a snag Wire — a 
sturdy, welded-joint construction that is reg sake diem ye 
beautiful as well as practical. It is made from projections. Vertical stay wires 
electrically refined copper alloy steel and has cut flush with line wires. Electric 
an exclusive Sta-Bright chromate finish that furnace steel = for — 
provides high resistance to rust and corrosion. joey a Po hg c 
Can be erected quickly and easily . . . no 1”, 146" x 1”, 1° x 2”, 2"x 1". 1” 
special tools are required. 4”, and 2” x 4”. 
* FIELD FENCE © BARBED WIRE © BALING WIRE © ORNAMENTAL LAWN FENCE AND GATES © FABRI-CLOTH 
* POULTRY NETTING © STUCCONETTING © CORN CRIBS AND CRIBBING © NAILS ANDSTAPLES * SMOOTH WIRE 


Bat 2 q ‘ } 
is eae n4 NORTHWESTERN STEEL AND WIRE COMPANY 
ae tales te + STERLING, ILLINOIS 


4 
LTT TS 
“s 
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INDUSTRY NEWS 


Phipps Succeed's Mic. ae 
as Lee Sales Menc: 


W. F. BARNES, pre 
Lee Hardware Co., Ltd., 
port, La.. ennounces the : 
ment of Herbert H. Phipps | 
ceed the late Woodrow H. Morzan 
as sales manager. 


Herbert H. Phipps 


Phipps has 32 years of service 
with the wholesale organization. 
He formerly represented the com- 
pany in a sales territory with 
headquarters at Mineola, Texas. 


° 


Former Mall Tools Now 
Under PRemingten Name 


REMINGTON Arms Co., Inc., 
Bridgeport, Conn., announced re- 
cently that chain saws and other 
portable gasoline, electric, and air- 
powered tools, formerly made and 
sold under the name of its wholly- 
owned subsidiary, Mall Too: Co., 
will now be made and sold under 
the Remington name at Park For- 
est, Ill., and Toronto, Ontario. The 
latter operation will be conducted 
under the name of Remington 


Arms of Canada Limited. 

all Tool Co., as a separate cor- 

ate entity, was to be dissolved 
September 30. All the assets 
cligations of Mall, including 
company’s Canadian subsidi- 

, Mall Tool Ltd., was to be as- 

red to Remington. 


. 


‘orille Hardware Stages 
Aerchandise Mart 


A TWO-DAY FALL merchandise 
mart was staged in the headquar- 
ters facilities of the Amarillo 
Hardware Co., September 7-8. 

Dealer registration for the two 
days was nearly 300. 

That the wording of the invita- 
tion given to retail hardware deal- 
ers to “Bring the entire family and 
have lunch as our guest” was taken 
note of is attested by the fact that 
a full plate dinner—roast beef, 


~ 


ham, cheese, chicken salad, pickles, 
peach pie—was served to 589 per- 
sons during the two days. 

The factory representatives, who 
were assisted at the 57 booths by 
the 35 salesmen of the Amarillo 
Hardware Co., reported brisk sales. 


a 


Wickwire Relocates Sales 
Office in New Orleans 


THE WICKWIRE Spencer Steel 
Division of The Colorado Fuel and 
Iron Corp. was scheduled to move 
its New Orleans district sales of- 
fice to a new location effective 
September 22, it was announced 
by H. C. Allington, vice-president 
in charge of sales. 

The new address will be 1128 
Dublin at Oak St., New Orleans 
18. The new phone number will 
be UNiversity 1-3656. 

The previous address was 7930 
Palm St. 


GENERAL 


Pausing for a coffee break during the fall merchandise mart sponsored by Amarillo 
Hardware Co. are, left to right, G. C. Ratcliff, vice-president and sales manager 
of the host firm; Clarence L. Thompson, Thompson Hardware Co., Canyon; J. L. 
Hook, Hook Hardware Co., director of the Tri-State Hardware and implement As- 
sociation, Texhoma, Okla.; and serving is A. T. Stephens, factory representative 
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deep-milieci 
screw |; >int for 
nonslip fee: 


GREEMLEE 


solid-cemter 


precision re UTILITY BIT 


smooth bor: g ; A quolity bit priced for fest turne’ er. Bores smooth, 
occurate-size holes. Fully cucrante od. Open stock 
available in all sites from Ys” through 1”. You can 
depend upon GREENLF = ‘or a complete line. 
UTILITY BIT NO. 20 
| Size 4.5 “de 1) 12} 13 | 14] 15] 16 


, - = 
80) .80 2 sa}ioofioafirafis 














List Price 73) 76 76 








5-piece 
genuine utility bit set 


solid-center 
construction in piastic roll 
No. 20R-0 ... in these popular sizes: 


ee a A ee 


No. 20R-1 
Sizes 4%", He", %", Vr", 
%”, %” in canvas roll 


List $5.25 


13 sizes %" to 1” in 
highest quality tet 312.30 
bit steel, hardened » “ Be. ae » 
throughout 


i 


ORDER NOW FROM YOUR ‘eh Oth aa & 


GREENLEE TOOL CO. 
i831 Herbert Ave., Rockford, Ill. 
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Red Tagg says: “SiMple test helps you sel! 
more Fiberglas*’Screening.” 


This simple, easy-to-make merchandiser is a very 
quick way to let your customer prove for himself 
how strong Cyclone Fiberglas Screening is. Just 
attach two pieces of wood, with handles, to each 
side of a small piece of Fiberglas. Then let your 
customer try to stretch it. He’ll soon convince 
himself that Fiberglas is strong, sturdy, stretch- 
resistant screening—and you’ll have made another 


sale of Fiberglas! 


Features of Fiberglas Screening: 


Snap-back tension — Fiberglias 
always snaps back without 
a wrinkle, always keeps its 
shape. The weave — perma- 
nently locked in place — won't 
ravel or stretch, shrink or 
shift. 


Dent-proof—Fiberglas Screen- 
ing withstands all kinds of 
wear and tear, stress and 
strain, without bulging or 
denting. 


Glareless — Fibergias Screen- 
ing gives better visibility. It's 
easy on the eyes and adds to 
the beauty of any home. 


Exceptional! strength — Al- 
though easy to cut and easy 
to use, Fiberglas Screening 
has superior strength. This is 
maintained even after pro- 
longed exposure to heat, 
weather, water and aging. 


No staining—Glass and its 
vinyl coating contain nothing 
to cause staining. Fibergias 
Screening thus reduces the 
chance of discolored frames, 
sills and side walis. 


Rust-proof—Fiberglas Screen- 
ing can never rot or corrode. 
Rain, salt, air, sun, frost or in- 
dustrial fumes cannot affect it. 


In addition to the new outstanding Fiberglas 
Screening, Cyclone also manufactures a complete 
line of metal screenings—Aluminum, Bronze, and 
Galvanized Steel. Like Fiberglas, they, too, are 
quality products and are backed by the famous, 
widely accepted USS Cyclone Label—which adds 
greatly to their sales appeal and helps you increase 
business for your store. Additional information on 
Cyclone Insect Screening is available from your 
jobber. For specialized information on Fiberglas 
Screening, get in touch with the nearest Cyclone 
Fence office. 


Place your order now! 


(is8) Cyclone Red Zag” Hardware Products 


Cyclone Fence Department 


American Steel & Wire United States Steel 
Division of 


Waukegan, !fMinois - Sales Offices Coast-to-Coast - United States Stee! Export Company, Distributors Abroad 
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New Irwin “self-serve” merchandisers 
build auger bit sales . . . give faster dollar turnover 


M-62T Merchandiser. Consists of free display 
panel and 13 best selling Irwin 62T hand brace 
bits in new Sellopak dress-up jackets. One each 
Of sizes 14, Me Mi. Mer Var Mer M6 "Mar Bar "Mar Yor "Me 
and 1”. 


62T Sellopak Display Jacket 


M-88 Merchandiser. Consists of free display panel 
and 20 Speedbor “88” electric drill bits with 4” 
shanks in new Sellopeak dress-up jackets. Two 
each of sizes 4%, %. %. %. %. % and 1”. One each 
Of sizes Ks, Ke Ke "Me "Me and "Ky". 


Speedber “88” Sellopak Display Jacket” 


M-62T and M-88 Merchandiser free display panels .. . pay only for stock 


® Two combination offers of best selling 62T hand 
brace bits and Speedbor “88” electric drill bits 
with free display panels. 

@ All bits packaged in Irwin's new self-selling 
Sellopak dress-up jackets. Bit heads are plastic 
coated to protect cutting edges and screw points. 
®@ Free all-metal display panels come in 3-color 


baked enamel finish. Hooks are permanent type. 
© Mount either display panel with complete stock 
in only 14%” of space on peg board, door, wall, 
end of island tables. 

@Each unit individually packed complete in 
shipping container. M62T weighs only 4 lbs., 


| «88,, HOGAIIdS 


ep 


No. 430 
Screw Driver 
Merchandiser 


Free Display Pane! 
30 Drivers 
fits in 8” space 


@ All-metal display 
with 2-color baked 
enamel finish. 


@ 5 best selling Irwin screw driver sizes. 
4 dozen 400 Series Machinist type, 3”, 
4” and 6” sizes. 4% dozen 4000 Series 
Phillips type, No. 1 pt., 3” size. 4% dozen 
Phillips No. 2 pt., 4” size. 


®@ Packaged one to shipping container. 
Weight: 74% lbs. 
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Micro-Dial Expansive Bits in new Hang-Up Box 


®@ The Irwin Expansive Bit that lets you dial 
your size, Precision-made, one-piece drop 
forged construction, heat treated and tempered 
full length, fully polished. 

®@ Two sizes. No. 21 bores 19 standard size holes, 
54” to 154". No. 22 bores 35 standard size holes, 
Ye to 3”. 

@ New Hang-Up Box fits on peg board, nail or 
pin. Small and handy to use at multiple trafic 
points throughout store. Invites extra “sight 
sales” for extra volume. 


Lockhead Expansive Bits in New Hang-Up Box 


@ New Hang-Up Box lets you display steady 
selling Irwin Lockhead Expansive bits in small 
space areas for more “self-serve” sales. 

@ Two sizes: No. 1 bores 15 standard size holes, 
%@ to 114". No. 2 bores 35 standard holes, sizes 
% to 3”. 

@ One-piece drop forged construction, heat 
treated full length, wedge-type blade lock, fully 
polished for extra sales appeal. 


M-88 weighs only 3 lbs. 


2 





Irwin Patented Adapter Shank Bits fit beth hand braces and electric drill 


Cuts inventory costs by 50% for users. 
Convenient because there are fewer bits 
to carry. Speeds up work on the job. 10 
Electrician, Car Bit and Ship Head Car 
Bit types, sizes 4/16" to 17/16". Sell to 


(1) Comes like this . . . fits hand braces (2) Cut off square shank (3) Use in both power drills and hand braces 


carpenters, general contractors, electri- 
cians, plumbers, public utilities — all 
users of both hand braces and power 
drills. Big and ready-to-buy market that 
means extra sales and profits for you. 


Order from your Irwin wholesaler today 


The Irwin Auger Bit Company, at Wilmington, Ohio, since 1885 
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INDUSTRY NEWS 


S. D. May Named Virginia 
Highway Commissioner 


SPECIAL honor came recently to 
S. D. May, a leading figure in the 
hardware industry and president of 
Bluefield Hardware Co, in Blue- 
field, W. Va. 


S. D. May 


In July, Mr. May was tendered 
an appointment as Highway Com- 
missioner for the State of Virginia 
by Governor Almond. The appoint- 
ment which extends through mid- 
1962 follows several years of serv- 
ice rendered by Mr. May as a mem- 
ber of the Virginia State Highway 
Commission. 

Mr. May has transferred his 
headquarters to Richmond, Va., but 
retains an active interest in his 
company which he will continue to 
head as president. Since he will 
spend much of his time in Rich- 
mond the operations of his com- 
pany will be under the direction of 
Vice-President Charles M. Harrell. 

Widely-known throughout the 
trade he is particulary remembered 
for the humor he injected into con- 
vention programs during his terms 
as president of the Southern 
Wholesale Hardware Association. 


° 


Everett to Represent 
Independent Nail 


JOHN T. Everett & Co., with 
headquarters in Memphis, Tenn., 
and sales offices throughout the 
South, recently was appointed rep- 
resentative for Independent Nail 
& Packing Cg.,.Bridgewater, Mass., 
in Georgia, Alabama, North and 
South Carolina. Independent Nail 
‘is a manufacturer of the Strong- 
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hold Line of threaded nails and 
other special fasteners. 

Field salesmen for the Everett 
company who will be directly con- 
nected with the line include E. P. 
Rowan with headquarters in 
Greensboro; E. W. Peet in Atlanta, 
and Bill Hall in Birmingham, 

Announcement of the appoint- 
ment was made by George C. 
Stone, president and sales man- 
ager of Independent Nail. 


(Continued from page 8) 


Weller Reduces Price 
of D-440 Soldering Gun 


A PRICE reduction for the Model 
D-440 dual-heat professional sol- 
dering gun manufactured by Wel- 
ler Electric Corp., Easton, Pa., be- 
came effective in August. C. R. 
Robertson, sales manager, an- 
nounced that the soldering gun 
will list for $12.95, a reduction of 
$1.95 from its former retail price. 


September Sales Advance Sharply 
for Southern Hardware Wholesalers 


THAT THE recession has ended.for 
the hardware trade generally, over 
the South, is clearly indicated by 
figures on wholesale hardware 
sales and inventories just com- 
piled by SOUTHERN HARDWARE. 

pales followed the expected 
seasonal upturn in September with 
éach geographical division showing 
an incréase over August. This sales 
gain was highest for wholesalers in 
the Southeast where the increase 
averaged 13.5%. For the entire 
South the gain in sales in Septem- 
ber over August, averaged 10.3%. 

Even more significant was the 
gain in sales in September over the 
same month in 1957. Once again, 
sales in each geographic region in- 
creased with, wholesalers in the 
Southeast algo having theggighest 
sales increase-—an averag lit. 8% 


For the entire South, the increase 
in sales averaged 12%. 

In each geographical division but 
the Southwest inventories in Sep- 
tember averaged less than in 
September 1957. For the South as 
a whole inventories in September 
declined an average of 4.7% under 
the 1957 month. 

In the accompanying tabulation, 
the average on sales and inven- 
tories are given not only for the 
entire South, but for each of the 
three geographical divisions. The 
statistics given in this review are 
based on current reports from a 
large number of wholesalers scat- 
tered throughout the Southern 
States. 

This review will be carried as a 
regular feature in each issue of 
SOUTHERN HARDWARE. 








GEOGRAPHICAL 
DIVISION 


WHOLESALE HARDWARE SALES AND INVENTORIES 


Percent Change 


INVENTORIES 


Percent Change 





from 


SOUTHEAST 
MID-SOUTH 
SOUTHWEST - 
ENTIRE SOUTH 








Sept. 1958 


August 1958 





Sept. 1958 
from 
Sept. 1957 


Sept. 1958 
from 
Sept. 1957 


14.8 —5.3 
11.5 —1.5 
10.1 +2.1 
12. —47 











Geographical. divisions: Southeast (W? Va.. N. C., $. C., Ga., Fla.) Mid-South (Ala., Tenn, 


Ky., Miss.) Southwest (La, Ark., Okla., Tex.) 
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Another great promotion 


REVERE 


No. 1442 2-Quart Double Boiler 


SALE PRICE 88s 


Regular Price $11.75 


Featuring #1442—Revere Ware's Popular e@ Colorful window streamers available on request 
2-Quart Covered Double Boiler 
Regular price $11.75—Sale price $8.88. Your cists tii eatin 

customers save $2.87! 

Multi-purpose utensil. Double boiler—saucepan @ Time's running out fast! Offer closes November 


e@ Ad mats available on co-op plan. Ask your 


—mixing bowl—storage unit—ice bowl 30th. Cash in on this big profit-maker now/ 


REVERE COPPER AND BRASS INCORPORATED 
Rome Manufacturing Company Division 


Rome, New York « Clinton, Illinois « Riverside, Calif. 


SOUTHERN HARDWARE fof November, 1958 For more information use Handy Return Card, Page 83 





MOTO-MOWER MEANS 


A COMPLETE 


FROM THIS MODERN RESEARCH CENTER 
... THE QUALITY... THE STYLING... THE 
FEATURES ...TO SMASH COMPETITION 
AND BREAK THE PROFIT BARRIER! 


Moto-Mower Backs You with the 
Strongest, Most Aggressive Program 
in Its 40-Year History! 


Powertul National Advertising beamed at quality-conscious 
prospects— 162,538,000 messages in leading magazines. 


Big Key City Ads at the peak of the buying season—to tie you in 
directly as a Moto-Mower Preferred Dealer with the national advertising. 


individual Co-op Advertising arranged through your Moto- 
Mower distributor. Plus Yellow Page identification and “Operator 25”— 


Western Union. 


Colortul Display Materials to stop traffic and draw prospects oF PAVS TO OE A a 
into your store—inside point-of-sale “salesmen” to pull prospects to Moto- MOTO-MOWER 
Mowers on your floor. PREFERRED 


Practical Selling Aids —literature, promotion materials, sales DEALER! 


presentations to help you close the sale. 


Pius Sensational “Early Buy" Bonus for Moto-Mower Pre- 
ferred Dealers. Allows you to make up to double your normal profits, and 
to meet any competition! See your Distributor for details. 
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BUSINESS IN 1959! 


LINE—A SHORT LINE—A PROFIT LINE 


ae ” 1 Prax — ~ = ae 
‘4 oh ~ SIGN ROTARIES one , 
for every purse and size of lawn | 
‘ _ Here is a full line-up of smartly-styled 
18” and 21” precision-built rotaries that give 
a clean, crisp cut on any type of lawn, and 
make mowing relaxed and easy. New Magic- 
. Touch control of every engine operation— 
models have fully-enclosed automotive-ty pe 
All carry full 1-year warranty . 
Pe > 


Sports Car of Rid 


In the Roto-Ride you offer the finest riding 
Potary on the market today. It’s smartly- 


styledyprecision engineered and star-studded 
With €xclitive luxury features. It’s fun to 


use, Casy and safeto operate, and makes it a 
breeze to mow even the iggest estate. You'll 
find it quality buyer. 


Full 1-year warranty. _ jie ee 


ALL 22” TRIMMER REEL 
... the first mower designed to cut the 
finest lawns in all parts of the country 


4 Exclusive Moto-Mower Adjustable Reel 
Speed Control perniits cutting fine-bladed 
Northern grasses and thick-bladed Southern 

. grass varieties with equal ease and precision. 
Trims close around trees, beds, shrubs. For 
Siualinain ‘convenience, Magic-Touch Con- 
trols and starter are on the handle. Also 

a - 4s available is the Moto-Mower Deluxe 18” Reel 

ec ws. * Mower, Full 1-year warranty on both models. 


be Xx oi a ; age y = 
“ Se y ro 
: ‘4 ee oe 


A ¥ ion 
' Sy. is 


ROM BORD LO). fa. Slalom 
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INDUSTRY NEWS 


Chattanooga Roya! Names 
Field Sales Manager 


STEPHEN K. Kite-Powell recent- 
ly joined the Chattanoog: Royal 
Co., Chattanooga, Tenn., as ‘field 
sales manager for the company’s 
line of Royal Chef barbecue grills, 
Bob Mason, manager grill sales, 
announces. 


Stephen K. Kito-Powell 


Kite-Powell formerly was con- 
nected with the H. W. Lay and Co., 
Inc., Chamblee, Ga., and Stucley’s, 
Inc., Hastman, Ga. He now will be 
active in promoting scles and 
recting Chattanooga Roy-"’ 
representatives throughou® ‘{ 
tire United States. 


o 


Gus Momsen Dies of Heart 
Attack on Business Trip 


Gus MOMSEN, president of Mom- 
sen-Dunnegan-Ryan, died October 
Z, while on a business trip to New 
York. He was stricken with a 
heart attack in a cab after he left 
the airport ani died later in the 
Waldorf-Astoria hotel. 

Mr. Momsen was bo in El 
Paso October 11, 1894. Fe hai been 
active in the family firm for 51 
years, and assumed the presidency 
in 1948 as successor to the late Car] 
F. Dunnegan. Mr. Momsen’s father 
founded the firm in 1881. 

He was a graduate of Notre 
Dame University, a director of the 
International Club, State National 
Bank, and Texas and Pacific rail- 
road. 

In 1951 he was 


involved in a 
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serious automobile accident in 
which his wife was killed. 
Survivors include two daughters, 
Miss Margaret Momsen wi‘h whom 
he made his home and Mrs. Arihur 
Cunningham of Phoenix, Ariz.; a 
son, Gus Momsen, Jr. of El Paso; 
a brother, Reuben F. Momsen, 
vice-president and treasurer of the 
firm; and nine gran<children. 


° 


Jackson Acqui-es James' 
Wheelbarrow Pus!rces 


ARTHUR B. Flowers, president of 
Jackson Manufacturine Co., Har- 
risburg, Pa., announces the acqui- 
sition of the wheelbam usiness 
of James Manufacturing Co., Fort 
At Wis. 


« 


Kinfer Named Manacer 

0? Corning Ware Sales 

of B. B. Kinte: 
Ware sales 
4 A. Celas- 


THE APPOINTM®? 
as manager cf Co 
was announ-cc by 
chi, manager of Pyrex sales, Con 
sumer Froc Division, Corning 


( 
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(Continued from page 12) 
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‘luey & Philp Honors 50-Year Sal2smen 


‘ 


anal 


oducts 
Mills. 


Brood smiles wreath the faces of M. T. Walbridge, of Midland, left, and D. H. 
wicMordie, of Dallas, right, as they receive inscribed silver trays from Alvin Lane, 


pres.Jant of Hucy ¢& 
luact co 


Philp Co., Dallas. The two salesmen were honored at oa 
rotently in recognition of their rounding out 50 years’ service with the 


wholesale organization. In addition to Walbridge and McMordie, Arthur Akard, 
who is sii!l a cirector and honorary vice-president of the 87-year-old firm, com- 
pleted 50 years of service as a salesman in April 1955 
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there's a 
bright tomorrow for 


Melnor dealers because 


Melinor makes everything under the sun for the sarden market! 
™ 


1 4 

* ou ~ 

i 
y= 


- 


There bright news in everything 

and-Gold consumer-tested color: 

sprinklers to round out a complete Melinor line 
sales. @ An even bigger national advertising progra network 7 t 


and newspapers. @ Not just 2 or 3, but 4 SPECIAL PROMOTIONS FOR EXTRA PROFIT! 


(see them by turning page) 





a! “we 
No. 8000 Assortment of Oscillating 
Sprinklers with Free Bonus of Three 
Revolving Sprinklers! 


SHIPPED IN ASSORTED COLORS 


(2) #525 SWINGIN’ SPRAYS @ 6.50 each 
(2) #550 SWINGIN’ SPRAYS @ 7.95 each 
(2) =700 SWINGIN’ SPRAYS @ 9.95 each 
(2) #1000 SWINGIN’ SPRAYS @ 12.95 each 
SHIPPED 'N ASSORTED COLORS 
FREE BONUS 
(1) #800 REVOLVING SPRINKLER @ 1.95 each 1.95 
(1) #850 REVOLVING SPRINKLER @ 2.95 each 2.95 
(1) #900 REVOLVING SPRINKLER @ 4.95 each 4.95 
TOTAL RETAIL VALUE: 84.55* - DEALER COST: 44.82* 
DEALER PROFIT 39.73 
ORDER WOW FROM YOUR MELHOR DISTRIBUTOR! LIMITED SUPPLY! 


Two “Early Bird” Sprinkler Specials with 


47% DEALER PROFIT! 


No. 8500 Assortment of Revolving 
Sprinklers with Free Bonus of Two 
Hose Nozzies! 


(2) #800 REVOLVING SPRINKLERS @ 1.95 ea. 3.90 

(2) #850 REVOLVING SPRINKLERS @ 2.95 ea. 5.90 

(1) #900 REVOLVING SPRINKLER @ 4.95 ea. 4.95 
FREE BONUS 

2 pcs. *500 S HOSE NOZZLE @ 1.00 each 2.00 

TOTAL RETAIL VALUE: 16.75* - DEALER COST: 8.85* 


DEALER PROFIT 7.90 
ORDER WOW FROM YOUR MELNOR DISTRIBUTOR! LIMITED SUPPLY! 











74 
yee? 


, yeh 
sv 
pxo™? JUTE TWINE 


available in the MIKE brand 


A dependable source of supply for jute twine in these two popular sizes - 


ART. 544 12 Ib. 3 ply, 8 oz. solid wound bolls, 1185 ft. per Ib., 49 Ibs 
tested break. 


ART. 545 28 ib. 3 ply, 8 oz. solid wound bolls, 510 ft. per Ib., 94 Ibs 


= MIKE 


Orders of $75.00 or more, freight 

prepaid. Orders of less than $30.00 
f. o. b. Mill, Lawndale, N. C., Van Nuys, 
Calif., Marietta, Minnesota, Dalias, Texas, 
or Waynetown, Ind. Orders of $30.00 to 
$75.00 freight allowed to $1.00 per cwt. 
Freight prepaid does not include extra 
charges incurred outside carrier's 

Ke. regular zone of delivery. 


x 4 





Cleveland Mills C 
corssueneo ws Gleveland Mills Company ............ 


14346 Bessemer St., Van Nuys, Cal.e Marietta, Minn.. 3104 Gaston Ave., Dallas 26, Texas, Waynetown, Ind 
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Try these two proven 


Nodell. prof:: makers 


CHAIN MERCHANDISER 











YOU Profit! 


YOU can step up your chain sales and profits—by putting 
the Hodell Merchandiser out front in your store traffic. 
Set up your own complete, compact chain department 
right on your floor where your customers can see and 
handle the chains. Requires less than two square feet of 
floor space . . . ask your distributor about it today. 


AND 
Hodell Pailettes 
FAST SELLING SIZES 
OF WELDED CHAIN 


Proof Coil and BBB Coil chain 

are always in demand. Pailettes 

~ the handiest wey to 4. 

— a lay and sell them, to home 
mi - disp he owners as well as 

his foil “CHIN marine and industrial users: 
AW Order Pailettes from your hard- 


\* y ware distributor now. 
= v4 


HODELL CHAIN COMPANY, Cleveland 3, Ohio 
Division of The National Screw & Mfg. Co. 


= sina’ hy i aoe 
PpROeCTTS di Fasteners Hodel!l Chains ester Hols 
& 
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INDUSTRY NEWS 


Thomas A. Kubell 


Shakespeare Appoints 
Three to Sales Staff 


EVERETT R. HAMES, general sales 
manager of the Shakespeare Co., 
recently announced the appoint- 
ment of three new territorial rep- 
resentatives to the Kalamazoo, 
Mich, tackle firm’s sales organiza- 
tion. The three new appointees, 
Sam W. Grow, Thomas A. Kuball, 
and Neal J. Bond, were all mem- 
bers of the Kalamazoo sales de- 
partment. 

Grow is now covering southern 
Texas, out of headquarters in 
Houston, while Bond currently is 
working the central and northern 
part of Texas with headquarters in 
Dallas; Kuball is traveling Okla- 
homa and headquartering in Tulsa. 


+ 


Ridge Reps Take Products 
on Tour in Show-Wagons 


THAT Goop old advice, “Take 
your product where the buyers 
are,” is being followed literally 
these days by The Ridge Tool Co., 
Elyria, Ohio. As the first two units 
in its expanding sales promotion 
plans, the company installed the 
Ridgid 535 pipe and bolt threading 
machine, 400 A and 200 power 
drives in the back of two new sta- 
tion wagons, powered them with a 
gas-driven generator, added a 
showing of popular Ridgid hand 
pipe tools—and sent them out to 
show customers how they work and 
save work. 

Ridge Representative Jack 
Showacre is touring Texas, Okla- 
homa, and Louisiana with one 
show-wagon; Henry Radican is 
covering Ohio, West Virginia, and 





. Bond Som W. Grow 


Kentucky. They say they'll stop 
and put on a show for anybody 
who flags them down 


+ 


Trippe Co. to Represent 
Yard-Man Mower Line 


WALTER R. Trippe & Co., At- 
lanta, Ga., has been designated as 
representatives for Yard - Man 
power mowers in Georgia and 
eastern Tennessee according to an 
announcement by Dayton Buck, 
sales manager of Yard-Man, Inc 

The Trippe organization has been 
representing hardware, houseware, 
and appliance manufacturers in 
the Georgia area since 1944 

The Yard-Man line includes 13 
models of hand, power reel, power 
rotary, and rider mowers 


© 


Hadley Heads Rich-Con 
Floor Covering Branch 


C. R. Hapiey, after 22 years in 
the Hardware Division of Richards 
& Conover Hardware Co., is now 
manager of the Oklahoma City 
branch office of the Rich-Con 
Floor Covering Division. The divi- 
sion services the entire state of 
Oklahoma from Tulsa and Okla- 
homa City. 


e 


Philip H. Goldsmith Dies 
of Heart Attack in Europe 


PHiItiep H, GOLDSMITH, chairman 
of the board of MacGregor Sport 
Products, Inc., died on September 
18 in a hospital at Munich, Ger- 
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{Continued from page 16) 


many. He suffered a heart attack 
while on a European vacation with 
his wife. 

Mr. Goldsmith entered the sport- 
ing goods field in 1916 as a ship- 
ping clerk for P. Goldsmith Sons 
Co., founded in the 1870's by his 
grandfather, Philip Goldsmith 

He rose to presidency of his firm 
and in 1956 was named board 
chairman. Only last year he was 
elected to the Sporting Goods Hall 
of Fame of the National Sporting 
Goods Association. He had served 
five terms as president of the 
group. 


om 


Yard-Man Names Dayton 
Buck Sales Manager 


Dayton Buck recently was 
named sales manager, Special 
Products Division, Yard-Man, Inc., 
Jackson, Mich. According to the 
announcement made by James 
Winter, vice-president in charge 
of Sales and Service, Buck will 
serve as sales manager for the new 
Yard-Man line of mowers to be in- 
troduced this fall 


Dayton Buck 


Buck spent nine years as chief 
buyer of garden and lawn ma- 
terials of Firestone and has been 
sales manager for a Mid-West 
lawn manufacturer for the past 
four years. 

It was announced also that 
Richard Overy will serve as fac- 
tory field representative for the 
sales and service departments 
Overy previously was employed as 
a representative for Clinton En- 
gines in the eastern part of the 
United States. 





INDUSTRY NEWS 


Corbin Announces 
Two Appointments 


GEDDES PARSONS, general sales 
manager of the P. & F. Corbin Co., 
New Britain, Conn., announces the 
following appointments. 

Donald E. Yoder, who has been 
in the company’s Chicago office, 
has been transferred to the Dallas 


Yoder Alexander 


territory to take over the work of 
F. L. Ezell. Mr. Ezell retired Sep- 
tember 15 after 30 years’ service. 

L. H. Alexander was appointed 
sales representative in Oklahoma. 
He has worked for the Builders 
Hardware & Supply Co., Tulsa, 
since 1953, with the exception of 
one year when he was a manufac- 
turer’s representative for McAles- 
ter Materials Co. 


. 


John E. Boinest, of C. D. 
Franke & Co., Succumbs 


JOHN E. BOINnEsT, manager of the 
Columbia, S. C., branch of C. D. 
Franke & Co., passed away Sep- 
tember 14. Mr. Boinest had been 
with the wholesale organization, 
which headquarters in Charleston, 
for 28 years. 


+ 


Earle Hardware Opens 
New Plant in Pittston 


EARLE HARDWARE Manufacturing 
Co., formerly located in Reading, 
Pa., has moved its entire opera- 
tions to Pittston, Pa. 

Its new modern plant comprises 
50,000 square feet devoted entire- 
ly to manufacturing builders hard- 
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ware. The management announces 
that new packaging and products 
are in process. The new address is 
Box 363, Pittston, Pa. 

* 


Everett Appoints 
Rep in Louisville, Ky. 


JOHN T. EVERETT & Co.'s resident 
representative in Louisville, Ky., 
will be Paul Taylor, it was an- 
nounced recently by W. N. Wil- 
kerson, president of the Memphis, 
Tenn. firm of manufacturers’ rep- 
resentatives. 

Taylor attended Transylvania 
College and the University of 
Kentucky and has had several 
years’ sales experience with Ga- 
briel Steel Co. and National Dai- 
ries. 


(Continued from page 21) 


The Louisville and West Ken- 
tucky area previously had been 
covered out of the Memphis office. 


. 


Airex Appoints Parker 
Firm as Representatives 


THE Arrex Corp. has appointed 
the Ralph C. Parker Co. as its rep- 
resentative in 10 Southeastern 
states, according to Redge J. Pur- 
nell, general sales manager of 
Airex. 

Parker and his associates, Clay- 
ton Thompson and Joe A. Lewis, 
will cover the following states 
Florida, Georgia, Alabama, North 
and South Carolina, Tennessee, 
Kentucky, Virginia, West Virginia, 
and Mississippi. 


CONVENTION DATES 


Alabama, convention and exhibit, Feb. 
16-17, Battle House and Admiral 
Semmes Hotels, Mobile. Secretary, 
Charles Giles, 407 N. 23rd St., Birm- 
ingham. 


Arkansas, convention and exhibit, Feb. 
15-16, Robinson Auditorium, Little 
Rock. Marion Hutel headquarters. Ex- 
ecutive Secretary, Tom R. Pinckney, 
402 Rector Bldg., Little Rock. 


Carolinas, convention and exhibit, 
Feb. 24-26, Radio Center, Charlotte, 
N. C. Hotel Charlotte headquarters. 
Secretary, Martin F. Kaelke, P. O. Box 
6215, Charlotte 7, N. C. 


Fiorida-Georgia, convention and ex- 
hibit, Mar. 22-24, Robert Meyer Hotel, 
Jacksonville, Fla. Executive Manager, 
W. W. Howell, P. O. Drawer 1000, 
Waycross, Ga. 


Missouri, convention and exhibit, Jan. 
27-29, Chase Hotel, St. Louis. Execu- 
tive Secretary, Fred Boemer, 2311 
Hampton Ave., St. Louis 10. 


Oklahoma, convention and exhibit, 
Feb. 22-24, State Fair Grounds, Okla- 
homa City. Oklahoma Biltmore Hotel 
headquarters. Executive Vice-Presi- 
dent, William B. Ruxlow, Association 
Blidg., 607 N. Dewey Ave., Oklahoma 
City. 


Tennessee, convention and exhibit, 
Feb. 8-9, Fair Grounds Coliseum, 


Nashville. Secretary, Charles G. 
Brown, P. O. Box 784, Nashville. 


Kentucky, convention and exhibit, Feb 
15-17, Kentucky Hotel, Louisville. 
Secretary, Edward H. Keiley, 501 Re 
public Bldg., Louisville 2. 


Leuwisiena, convention and exhibit 
Jan. 18-19, Capitol House, Baton 
Rouge. Secretary, David O. Mansfield, 
Box 1696, Jackson, Miss. 


Mississippi, convention and exhibit 
Feb. 22-23, Heidelberg Hotel, Jackson 
Secretary, David O. Mansfield, P. O 
Box 1696, Jackson. 


Texes, convention and exhibit, Jan. 
11-13, Memorial Auditorium, Dallas. 
Statler Hilton Hotel headquarters 
Executive Director, R. M. Souder, 
1108 Gibraltar Life Bldg., Dallas 1. 


Tri-State, convention and exhibit, Feb 
8-10, Herring Hotel, Amarillo, Tex. 
Secretary-Manager, R. B. Allen, 1408 
Fourth Ave., Canyon, Tex. 


Virginia, convention and exhibit, Feb. 
8-10, Hotel Roanoke, Roanoke. Sec- 
retary, George T. Omohundro, Jr., 
Scottsville. 


West Virginia, convention and exhibit 
Feb. 22-24, Daniel Boone Hotel, 
Charleston, Managing Director, James 
C. Fielding, 1628 McClung St., 
Charleston 1. 
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MORE PROFIT OPPORTUNITIES 
WITH SHAKESPEARE 
DIRECT DRIVE REELS 


New Styling adds New Sales Appeal to 


this Time Honored Line-Up of Best Sellers! 


There's oie profit in bait casting! ... Make the most of 
it with Shakespeare, the undisputed leader in bait cast- 
ing reel sales for over 60 years. Now with sparkling 
new golden bronze styling on two popular Shakespeare 
Direct Drive reels... plus other outstanding Shake- 
speare Direct Drive features for extra power and 
trouble free performance-Look to Shakespeare for 
even more bait casting reel sales and profits in the 
coming year. 


No. 1928. New golden bronze Direct Drive bait casting 
reel with famous L.Q.T. (Lighter, Quieter, Tougher) nylon 
gears, stainless stee! bearings. “Automatic thumb” fea- 
e ture. Capacity 100 yds. 15-Ib. test (50 yds. with arbor) $4350 


oC. SHakespeare 


FOR POWER TO LAND THE BIG ONES! 


Shakespeare's simplified system of trans- 
mitting power to the spool gives you more 
wer to turn, control and land the fight- 
ingest fish. Two gears do the work of three 
or four. Fewer parts mean less wear and 
tear... years of lasting performance 





Ne 


Lit, 
Queer 
Tougher 


NEW GOLDEN BRONZE 
No. 1973-D SPORTCAST! Last 
One-third the weight of metal yet“ quiet as word, choice of experts, in a 
a cat on a carpet"’—they never need oiling! light, sporty reel. (5% ounces) 

.and hundreds of thousands in use Carboloy bushings, nylon 
prove they outwear metal’ gears $17.00 


DIRECT-ORIVE "WONDEREEL” NYLON GEARS — OUTCAST, OUTLAST 
NO THUMBING—NO BACKLASH 
No.1921-D builds volume, 
makes new customers; anyone 
can learn to cast in minutes with 
this spectacular ree! $14.00 








So 
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No. 1926—Feather-light, sporty, 
in green anodized aluminum 


No. 1970 PRESIDEN T—Stain- 
less steel wi'n carboloy bush- 


No. 1870-A PRESIDENT — 
Light, sporty model, with beau- 


No. 1924 S—For light salt-water 
and heavy-duty fresh water use 


Tough and rugged, a best seller 
for all-around fresh-water 
casting $13.50 


Chrome-plated brass frame 
“Ty-Bo” star drag $15.00 
No.1924 (without star drag) $13.50 


tiful forest green aluminum 
frame. Lifetime Carboloy bush- 
$32.50 


ings—the ul? mate in casting reel 
quality. Cap. 100 yds. 15-ib. test, 
(50 yds. with arbor) $37.50 
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ings and nylon gears 


DON'T MISS THE PLUS PROFITS OF 


seeeeeeeee ee eee eee ee ee eee eee eee eee eee eee ee eee ee ee eee 
SHAKESPEARE CO., DEPT.SH-11, KALAMAZOO, MICHIGAN 
Please send me a copy of the 1959 Illustrated Price List 

NAME___ 


DIRECT DRIVE ADORESS 
ciTy STATE 


SEND FOR ILLUSTRATED PRICE LIST 


Pees eeeneee 
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NOW IN BRIGHT, NEW 
LEAK-PROOF PACKAGES 


Your customers will welcome these new leak-proof packages, which 
end forever the pesky problem of nails or brads slipping through 
the bottom flap. And you'll find the bright, new two-tone blue color 
scheme a real eye-catcher—plus a quick way to distinguish brads 
from nails. 

Display a few colorful cartons of Dixisteet Wire Nails and 
Brads on your counter, where customers can see them, and watch 
how sales climb on these profitable products. 

Order Drxisteet Wire Nails and Brads from your wholesaler 
—in the bright, new leak-proof packages. 


LEAK-PROOF BOTTOM 
The bottom of this new style 
package is double-flapped to 
prevent leakage of nails or brads. 


Manufactured only by 


P.O. Box 1714 « Atlanta 1, Georgia «¢ TRinity 5-3441 


For more information use Handy Return Card, Page 83 SOUTHERN HARDWARE for November, |958 
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Memphis dealers disclose ideas on 


wang the Toy Dollar 


rr MID oid = gs a By Richard Lane 
50" Ec ss 
‘ =; aft oy - - s Wm THE Christmas season ap- 


“~ 
IY fn proaching, toy-minded hard- 
eo _ ‘ = : : ware dealers are already setting 
— ‘eee their plans in motion for a profit- 
able season. 

Sales figures show it’s these 
early promoters who enjoy the 
most successful toy business, since 
layaway is an important factor. 

Despite the general levelling off 
of business last year, the Memphis, 
Tennessee, hardware stores that 
went for Christmas toys on the 
largest scale enjoyed a highly suc- 
cessful season. It was proof again 
that customers will buy heavily 
from the neighborhood hardware 
store provided the stock is com- 
plete, in a good price range and 


Best Hardware & Appliance Co. 
features a complete stock the ‘ ‘ 
year around, with toys for young- ’ 
sters of every age group. The 
twe boys above find much to in- 
terest them in the department. 
Gun and holster sets were ter- 
rific sellers last season. Talking 
guns here with a customer is 
Warner E. Waide, right, vice- 
president and general manager 





K. T. Robbins, of Robbins Hardware Co., points out to customer the features of 
a holster set—a “hot” selling Christmas item. Robbins enjoys a good volume on 
dolls and games each season; merchandise is displayed attractively and neatly 


A Christmas display sus- 
pended from the ceiling 
greets customers of 
General Hardware & 
Supply Co. and helps 
give the store owned 
by Carl Higginbotham 
a festive appearance 


promoted early in the season. 

The Memphis stores reported 
little carryover. Most of them had 
to replace popular items several 
times to keep up with the demand 

Enjoying perhaps the biggest toy 
volume of any Memphis hardware 
store last season was Best Hard- 
ware & Appliance Co. With an in- 
ventory of approximately $15,000, 
the store reported a sales increase 
of 12 to 13 percent over the Christ- 
mas season of 1956 

Other dealers thinking about 
Christmas toy promotions may 
want to take a look at Best’s meth- 
ods. Warner E. Waide, vice-presi- 
dent and general manager, is quick 
to emphasize that his store’s suc- 
cess wasn’t just luck. It was the re- 
sult of careful planning 


Stocks Toys Year-'Round 


Best Hardware & Appliance Co 
stocks toys the year ‘round, carry- 
ing an inventory of $5,000 to $6,000 
most of the time. Last year, the 
store added $10,000 worth just for 
Christmas, giving it a total in- 
ventory of about $15,000 

In order to go that heavily for 
toys, the store realized it would 
have to promote early and inten- 
sively. However, the store was in 
the fortunate position of having 
customers already toy-conscious 
since toys are stocked the entire 
year, 

Several years ago, Best started 
its promotion of toys around 
November 15 and quickly found 
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this wasn’t early enough for many 
customers. It now opens the season 
no later than November 1. This 
gives the store opportunity to pro- 
mote layaways before the down- 
town department stores become 
very active. 

“Our layaway accounts last year 
were satisfactory — we didn’t get 
hurt at all,” Waide reports. “The 
items were picked up well.” 


Offers Wide Price Range 


Best stocks toys of good grade, 
yet offers a wide price range and 
a tremendous variety to appeal to 
all age limits and budgets. The 
store tries to keep its stock full 
until December 20. Fast-selling 
items are replaced until that date, 
then the store tapers off. 

Best seller last season, Waide 
agrees with many of the other 
Memphis hardware dealers, was a 
nationally advertised gun and 
holster set. “We simply couldn't 
get enough to meet the demand,” 
Waide explained. “I don’t know 
whether we would have had such 
a demand if the item hadn't been 
a scarce one. Apparently the whole- 
saiers didn’t stock this particular 
gun and holster set too heavily, 
because all dealers had more de- 
mands than they could meet.” 

Best Hardware & Appliance Co. 
converts a 30 by 60-foot addition 
to its main store into a toyland fo: 
Christmas, displaying only toys 
and wheel goods in this section. It 
has excellent street visibility for 


Best Hardware & Appliance Co. effectively fills a large window with toys of all 
description to stop sidewalk traffic—note lady here—during the holiday season 


the steady stream of traffic. 

The store stays open nightly 
until 9, the year round, and makes 
ne special closing arrangements 


Best suspends dolls 
on peg board to help 
keep them clean and 
their clothes straight. 
Window at left per- 
mits shoppers to see 
deep inte the store 
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during the Christmas shopping sea- 
son. The store is in a heavily pop- 
ulated section of northeast Mem- 
phis and the late hours appeal to 


many husbands and wives who like 
to shop together for such things as 
toys and appliances. 

Best got into the toy field seri- 
ously in 1955 and has increased its 
inventory and sales every year 
since. It made a careful study of 
toys before entering the field, and 
it has learned a lot about them -- 
when to buy, how to stock, what 
quality to select, the best type 
sales personnel, most effective dis- 
plays, easiest inventory check and 
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Long Hardware Co. appeals to Christmas toy shoppers with an eye-catching dis- 
play of Teddy bears near the front door. Additionally, the store finds an island 
display of wheel toys, neatly arranged, is among its most attention-getting spots 
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other factors that help to increase 
volume. 


Complete Stock a Necessity 


Waide advises dealers consider- 
ing toys this season for the first 
time to cooperate closely with their 
local toy distributor and not be 
afraid to stock heavily. ““We reason 
that to have a toy department not 
complete is worse than to have 
one over-stocked,” he explains. 

Waide keeps all purchases on the 
Kardex inventory system and 
keeps a complete record of pur- 
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chases and sales. Each day the de- 
partment head is able to tell at a 
glance items that are selling fast 
and need replenishing. 

The store concentrates on mass 
display, displaying on peg boards 
nearly every item stocked. Its doll 
display is especially effective, 
catching eyes of passersby on the 
street. 

Stock is arranged for immediate 
wrapping and delivery. All inven- 
tory is carried directly on the 
sales floor. The floor stresses 
cleanliness of stock. It has found 
that by hanging dolls on peg 


boards the clothes stay cleaner and 
straighter. 

Robbins Hardware & Furniture 
Co., another year-’round toy dealer, 
also enjoyed an unusually good 
season last Christmas. This store 
also found the holster sets with 
guns the hottest sales item. “The 
double holster at $9.95 was a bet- 
ter seller than the single at $6.95,” 
Owner K. T. Robbins explains 
“They were as hot as burp guns 
were several years ago.” 


Carryover No Problem 


Carryover has always been small 
for Robbins, and it actually doesn’t 
worry him because he sells toys all 
seasons. “Last year we bought 
about $3,000 worth of toys for 
Christmas and had a carryover of 
around $200. The year before, we 
bought $2,000 worth and had a 
$150 carryover after Christmas. In 
1955, we put in a $1,200 stock for 
Christmas and had a $75 carryover 

“Our layaway was good, as 
usual. We started the layaways in 
October and had more than 100 
customers. Highest account in the 
layaway was $90. 

“We carry a good variety and a 
wide price range. We always try 
to have on display at least one top 
price item in each line so the cus- 
tomers will know we have it if 
they want it.” 

Robbins found doll sales very 
good last season. His highest priced 
one was $10. Bicycles were another 
best seller. 

The Robbins store also did a 
good business in Christmas wrap- 
ping paper, tree trimming materi- 
als, lights, etc. 


Sales Were “Very Good" 


Carl Higginbotham, owner of 
General Hardware & Supply Co., 
and president of the Tennessee Re- 
tail Hardware Association, reported 
very little carryover on toys. His 
overall Christmas business was 
within five percent of the previous 
year’s, and Higginbotham  con- 
sidered that “very good.” 

General Hardware & Supply Co 
carries only a few select toys the 
year ‘round, but stocks heavily for 
the Christmas season. It, too, found 
gun and holster sets very good 
sellers. The store concentrated on 
floor displays rather than window 
displays. 
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SOUTHERN HARDWARE's Annual Special Section on 


The "Woman's Touch" 
Sparks Holiday Sales 


“A WINDOW sparkling with Christ- 
mas decorations, mass displays, and a 
wide assortment -- these things bring 
the holiday shoppers into a store, but it 
takes a woman who knows both children 
and toys to put over a Christmas toy department.” 

This is the opinion of Jack Edelman, co-partner 
of Bradlee Hardware and Supply Co. in Alexan- 
dria, Virginia. Here a cost stock of $5,000 is put 
in at Christmas and the department expanded to 
1,500 square feet. 

As early as August a good representative stock 
is arranged on open display, with toys grouped 
according to boys’ and girls’ ages and interests. 
In early November 5,000 toy catalogs are distrib- 
uted. This brings an excellent response by tele- 
phone to have items put on layaway. Others come 








in person with marked catalogs to have items 
laid away or to buy while they still have a wider 
selection. 

“It is very important to have in stock the items 
listed in the catalog. It is disappointing to the 
customer to select an item only to find that you 
do not have it and cannot obtain it for Christmas,” 
Edelman explained. 

Specials on trucks, trailers, hobby horses, tri- 
cycles, and scooters at competitive prices are ad- 
vertised in the shopping center newspaper twice 
monthly from September to December. 

“We have a woman to do all of our buying in 
toys and all of our department displays and mer- 
chandising. We believe a woman is a natural for 
this department. Our Mrs. Bernice Lessans, toy 


Mrs. Bernice Lessans, toy department manager, lends an 
attentive ear to the desires of children. Although taking 
precautions te protect the toys, she believes it wise to 
permit the little customers to handle and operate them 


ee 








MALONEY ’S, tc. nave rors 


SELECTED BY “BILLY & RUTH” 





Tovs VALUED UP TO $19 


LIONEL TRAIN 


mauat $3QA0 St $9750 
FOR THE CHILDREN 
FREE SANTA HAY RIDE 
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At Bradiee Hardware & Supply Co., the young gentieman above is allowed to 
try out a musical box. His approval will mean another sale for this department ON OUR 


BUT ON BASY PAYMENT PLAN 

OPEN EVERY HIGHT TILL CHRISTMAS EXCEPT SAT, 
department manager, by her understanding of 8126 Georgia Avenue JU. 8-3333 
children, her patience and experience with chil- ee 
dren, and attentiveness to their individual needs, Maloney's spotlights its specials on 
has demonstrated that women naturally fit into toys through space in two lerge Wash- 
the role of handling this department,” Edelman we tee Saute thay Bide for eblieren 
said. He pointed out that Mrs. Lessans keeps gen- 
erally to the middle-price range of toys, with a 
few exceptions in the higher priced lines. 

“Mrs, Lessans felt her way along in the begin- 
ning as to what our trade wanted. She watched 
closely which toys turned quickly and which 
moved slowly. She believes it wise to let children 
examine, handle, and operate toys, though she 
and her staff are alert to the children’s mishandling 
them. In items consisting of several pieces to a 
set, such as doll clothes in boxes and trunks, tea 
sets, etc., she has the stock clerk cover all sets 
with cellophane for protection.” 

Mrs. Lessans trained the store’s four regular and 
three part-time salesmen in toy selling, stressing 
the importance of suggesting appropriate toys for 
the individual child. Educational toys are placed 
on a separate table as a convenience to customers 
searching for this type. 

“The greatest stimulant to selling once you pull 
traffic in is the handling and manipulation of toys. 
People want to know whether they are getting 
quality as well as whether the toy operates proper- 
ly,” Edelman said, adding that Bradlee Hardware 
carries toys throughout the year with an inventory 
not exceeding $2,000 cost. 

A few days before Christmas, prices are marked Fp Rte by yoy an pad _—o 
down on a number of toys. These are displayed The store finds this a sure attraction for bringing 
on a special table near the entrance. youngsters and their families into the toy department 
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Store Features Unusual 
Attractions for Shoppers 


SOMETHING unusual, something spar- 

kling -- that’s the drawing card which 
cm Maloney’s, Inc., Silver Spring, Mary- 

land, uses to bring in the holiday shop- 

pers. And this hardware and farm 
equipment dealer wins a $12,000 toy volume dur- 
ing the six-week Christmas period. 

“The surest means of attracting Christmas traf- 
fic and increasing toy sales is to have some ap- 
pealing feature or giveaway,” James R. Thompson, 
store manager, states. “We offer Saturday hay- 
rides for the children and this brings 200 young- 
sters and their families to our toy department. A 
hayride is something different. We have the trac- 
tor pulling the kids around on a hayride through 
the railroad yards all day long. 

“The second thing that establishes us in the 
public eye is moving our entire toy department 
up to the front where it makes an effective show- 

, 4 8 wa Gentieman above comes in for a 
ing behind the extensive glass. No one would special item which is featured in 


catalog mailed out by the store. 
Mass display of toys in the win- 
dow also serves to bring folks in 


FORTHE =. 
PWIRE FAMILY 


a SELECTED — 
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know of our existence in the holiday rush if we 
did not dramatize toys and Santa.” 

Last year Maloney’s Inc., had a slogan contest 
for Christmas and 12 prizes were awarded in the 
area. 

Some 3,000 toy catalogs are distributed to ac- 
tive credit customers as well as 1,500 toy catalogs 
mailed within a 15-mile area. Catalogs are placed 
in the store entrance. 

Radio spots three times weekly until two weeks 
before Christmas when they increase to daily an- 
nouncements promote toy specials at 88 cents -- 
many of which are values up to $1.98. Likewise 
advertisements in the two large Washington news- 
papers highlight specials and the Santa hayride. 

Layaways are invited with a dollar deposit 
though Maloney’s recommends to the customer 
that a 20 percent deposit is advisable as initial 


payment on a plan by which payments must be 
completed by December 21. 

While Maloney’s stresses the importance of wide 
variety in toys, mass displays, and consistent pro- 
motion as essential to a good merchandising job, 
it also stresses the value of training its seven 
full-time and one part-time salesman in product 
knowledge and in how to fit the toy to the individ- 
uality and age of each child. 

“We have given our salesmen the toy guidance 
course and have emphasized that they inquire 
about the type of child, his interests and aptitudes, 
his age and whatever else will help make the 
choice of toy a happy one. One of the best aids to 
correct selection of toys is the indication on the 
toy box as to the age of child for whom the toy 
was designed,’ Thompson added. 

Toward the close of the holiday season a special 
table of toys reduced one-third is set up. Left- 
overs go into storage. Maloney’s does not carry a 
regular toy department throughout the year, but 
has some toys. Toys damaged in handling during 
the holiday season are given to a local church for 
community distribution before Christmas Day. 

“Chain store competition is met by our good 
competitive prices,” he said, adding, ““We've learn- 
ed a thing or two from them. We value our toy 
business at Christmas because it is especially 
profitable in bringing in additional sales. It helps 
sell Christmas decorations, lights, gift kits of 
power tools. Strangely enough, the prominence of 
our toy department location at Christmas brings 
people in here who remark that they have never 
noticed our existence in all the years we have 
been in Silver Spring. It’s our holiday front of 
toys and glitter that brings them in.” 


The Nativity 


Passersby pause 


their busy rush to view 
the Nativity scene 
which occupies the 
front window at Doug- 
las Hardware Co., 


Griffin, Ga., through- 
out the Christmas 
season. Owned by M. 
Douglas Holiberg, the 
window is prepared by 
Mrs. Holl os «a 
contribution to the 
true spirit of Christ- 
mas. The store offers 
a wide selection of 
gift and housewere 
items which account 
for large volume sales 
the year around 


SOUTHERN HARDWARE for NOVEMBER, 1958 





HARDWARE 


u 


Counter shelves at the front of the Nuckolis Hardware Co. store, Knoxville, Tenn., are cleared of other items to make way for 
Christmas merchandise early in the holiday shopping season. Here Mrs. W. R. Nuckolis sells a box of decorations to a custo- 
mer. A window is decorated for Christmas early, and a sign calls attention to the hours arranged for customer convenience 


Convenient Hours Planned 
to Bring in Working Group 


NUCKOLLS Hardware Co., Knoxville, 
Tennessee, finds that in Christmas mer- 
chandising it pays to extend store 
hours for the convenience of working 
people. 

During the holiday season the store is open until 
9:00 p.m. week days. That period is the only 
time when the store is open Sunday too and the 
Sunday hours are 11:00 a.m. to 7:00 p.m. A large 
sign in a window calls attention to the store’s being 
open on Sundays. 

“Many working people just don’t have a chance 
to shop during the usual store hours,” explained 
Mrs. W. R. Nuckolls who was in charge of sales 
of the holiday items. “They like to be able to shop 
in the evening after they've come home from 
work and have bad supper. 
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“One man who was in the store buying Christmas 
gifts on Sunday afternoon said he wouldn't have 
been able to do any shopping if we hadn't have been 
open then, because his work prevented him from 
going at other times.” 

People are encouraged to shop early, using the 
layaway if they wish, and promotions begin as 
early as August. 

Holiday merchandise is shown at the front of the 
store and ties in with a window display. Counter 
shelves there are cleared of usual household items 
to make way for dolls, skates, all kinds of toys, 
gift wrapping materials, and Christmas decora- 
tions. 

Most toys are a cash business and sales in them 
are good, however, many dolls are purchased and 
put on layaway. 

Some toys are shown throughout the year, but 
the additional space and promotions start with the 
holiday season. 








“All Out" Promotion Is 
Increasing Toy Sales 


To Boost its Christmas sales volume, 
McIntire Hardware, Rockville, Mary- 
land, goes all out with special promo- 
tion. This led to a 25 percent gain in 
toy sales volume in 1957. 
Its “all out” promotion includes the distribution 
of toy catalogs in mid-November, daily radio pro- 
motion, six weeks of newspaper advertising, a very 


wide assortment of toys spread over one-third of 
store’s area, specials on attractively-priced items 

































Educational toys are grouped ac- 
cording to ages and interests of 
boys and girls at Mcintire's Hard- 
ware—and above a very young 
customer finds something that 
pleases her eye. A train set 
completely assembled with ac- 
cessories and hooked up for op- 
eration consistently gathers in- 
terested spectators. Within a 
two-week period of demonstrat- 
ing last year, 20 sets were sold 
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and excellent guidance and service by a thorough- 
ly trained staff. 

“We are meeting competition’s prices on wheel 
goods and plugging those prices hard. Wide assort- 
ment meets competition; good prices in them- 
selves are not enough. We have concentrated more 
on radio with eight spots a day. Toy catalogs are 
very important; they help a family pre-shop and 
mark what appeals most to the children,” Charles 
McIntire, toy buyer, stated. 

At MclIntire’s Rockville store, approximately 
2,000 square feet is turned over to its complete 
toy stock. The store has a huge glass front and 
side windows which enables customers to see the 
toys on display even before they enter the store 
Striking displays are grouped according to chil- 
dren’s interests: dolls, guns, trucks, educational. 

“No toy display throughout the holiday season 
remains where it is placed originally. We con- 
stantly shift displays so that nothing is overlooked 
by the customer. This keeps displays fresh and the 
customer will be attracted to items which he pre- 
viously has not seen,” William R. Coupard, store 
manager, confided. “Fragile toys and toys that 
soil easily are packaged in cellophane.” 

Some 10,000 toy catalogs are distributed in the 
Rockville area: 8,000 over the counter in mid- 
November and 2,000 through the mail. 

McIntire’s considers it essential to have both 
men and women personnel in toys. 

“Women are excellent at understanding and 
selling toys to little girls. Only a woman can sell 
dolls, doll clothes, doll furniture, dishes and such, 
whereas it takes a man to teach a little boy how 
a train or truck operates, how to assemble a train 
and its accessories, how to put a model airplane 
together, etc. Good toy service means a staff of 
both men and women personnel,” Coupard explain- 
ed. 

“While we put all toys out so that our customers 
may handle, operate and examine them, our sales- 
men stand by to give prompt assistance.” 

Demonstration is the secret to selling train sets, 
according to this store’s experience. A complete 
train with accessories is set up showing a custome! 
how it operates. Within a two-week period of 
demonstrating last year, 20 train sets were sold. 























C hetstinds Pooh Ons 


Spotlighting a Specific 
Gift for Added Profits 


FEATURING some particular quality 

item as a gift at Christmas can be a 

profitable experience, according to Alex 

Litman, owner of Temple Hardware and 

Supply Co., Alexandria, Virginia. He 

chose the ping-pong table as that special item, 

and last year sold 27 tables gaining a 15 percent 
increase over the previous year. 

Presenting the ping-pong tables as a family gift 

for Christmas, prominent space in the store is 


Little hands fondly touch one of the dolls on display at Mc- 
Intire's. Cellophane protects the dolls most easily soiled 


A quality bicycle at a good competitive price 
was offered and 18 sold within two weeks. 

Toys carried over from the previous year are 
put on special at half price and are indicated as 
carryovers. A table of 88 cent toys is another 
special which has met with favorable response. 


given to their display. The tables 
along with ping-pong sets, are 
p: o2moted by newspaper in both 
classified and regular advertise- 
Calloway-Farmer Hardware Co. ments. 
Knoxville, Tennessee, makes use ‘ A ality ning-ne table of 54- 
of office balcony space during Seay Peas Wee C 
the Christmas season to disploy inch exterior plywood with fold- 
bicycles, sleds, train sets, , ing legs, three coats of paint as a 
tricycles, children’s furniture, ; finish on a five by nine top, is 
end other items. Here Bicine J. —— - laced near the entrance and near 
Farmer, president, left, shows ;, ‘ P —e 
children’s items to customer. ‘ ; . the window. Classified advertise- 
ments are begun as early as Decem- 
ber 1 in metropolitan newspapers 
and two large advertisements are 
run in local newspapers weekly. 
“Selling ping-pong sets to go 
with the tables brings additional 
profits. It not only rounds out the 
gift when a table is bought, but a 
substantial number of sets are sold 
without tables,” Litman stated. 








John S. Stiles 
President, NWHA 


Harry 8. Ellis 


Sen. W. F. Bennett 


Atlantic City 


WHOLESALERS attending the an- 
nual joint convention of the Na- 
tional Wholesale Hardware Asso- 
ciation and the American Hard- 
ware Manufacturers Association, 
held October 5-8 in Atlantic City, 
turned their attention to the prob- 
lem of foreign imports, further 
ways to cut operating expenses, 
and help to retailers. 


AHMA Officers 


Though attendance slipped a bit 
under last year, there was a mark- 
ed degree of confidence among the 
2,685 registrants. The industry, in 
the opinion of most, is shaking off 
the effects of the business reces- 
sion and can look for a high level 
of activity in the months ahead. 
But there are problems to be 
solved 


New officers of the AHMA, front row, left to right: A. S. Johnson, National Carbon Co., president; John Gibson, Ili, McKinney 
Mfg. Co., Paul C. Nicholson, Nicholson File Co., and George H. Day, Chic 
Lamson & Sessions, R. A. Aldeen, Amerock Corp., and R. L. Waterman, 


Millis, vice-presidents. Rear: G. $. Case, Jr.. 
orning Glass Works, members of the executive 


committee, and Ray C. Fischer, Irwin Auger Bit Co., chairman of the executive committee 
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John C. Cairns 


tion known in this country. 

The convention schedule for- 
mally got under way with the tra- 
ditional Presidents’ Reception on 
Sunday evening at the Marlbor- 
ough-Blenheim Hotel. But tradi- 
tion was broken on Monday eve- 
ning. In the place of the usual 
opening business session, a musical 
program filled that place in the 
convention program. 

On Monday and Tuesday after- 


Convention 


In his address as president of the 
NWHA, John Stiles pointed to the 
increasing difficulty of distributors 
in operating profitably. He la- 
mented the breakdown of manu- 
facturer sales policies which vir- 
tually made profitable operation 
impossible at wholesale and retail 
levels. 

“Our difficulties are compound- 
ed by wholesalers of other types 
who are faced with problems simi- 
lar to our own, and reach over into 
our field in an attempt to bolster 
up their own sales. The net result 
has simply been to cut the cake a 
little thinner. 


Retailers’ Problems 


“The retailer, whose welfare is 
so closely tied in with that of the 
wholesaler, has similar problems 
of his own. Between the discount 
house, the so-called ‘wholesale’ 
catalog house, the super market, 
the drug stores, which muddy the 
waters by using hard lines as lead- 
er items and traffic builders, and 
the premium centers, his life has 
been really miserable. We whole- 
salers are vitally interested, be- 
cause as such operators take busi- 
ness from our retail outlets, it rep- 
resents volume dollars we have 
lost.” 

Hardware wholesalers will sur- 
vive and grow stronger, he said, 
because the functions performed 
by the wholesaler cannot be elimi- 
nated in any system of distribu- 


noons the Conference Booth plan 
again was operated in the Atlantic 
City Convention Hall. 

Wholesaler business sessions 
were held on Monday and Wednes- 
day mornings. Highlighting the 
wholesalers meeting was a notable 
address on the import situation by 
John W. Sheffield, Americus 
Hardware Co., Americus, Ga. This 
talk is printed on a following page. 

On Tuesday morning, members 
of the NWHA met in joint session 
with members of the National As- 
sociation of Sheet Metal Distrib- 
utors, while the AHMA members, 
following their annual business 
meeting on Tuesday morning, 
heard discussions by Harry B. El- 
lis, assistant foreign news editor 
of the Christian Science Monitor, 
and Senator Wallace F. Bennett of 
Utah. Mr. Ellis discussed “The 
Middle East Today,” while Senator 
Bennett talked on “Prosperity 
Without Inflation.” 


o 


Associations Elect 
Official Families 


IN THEIR final meeting, members 
of the NWHA re-elected as presi- 
dent John S. Stiles, Morley-Mur- 
phy Co., Green Bay, Wisc. Re- 
named as vice-presidents were 
Howard W. Price, The Salt Lake 
Hardware Co., Salt Lake City, 
Utah, and James P. Townley, 
Townley Metal and Hardware Co., 
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Kansas City, Mo. Also named a 
vice-president was A. B. Lewis, 
The Palmer-Donavin Mfg. Co., 
Columbus, Ohio. 

Elected to the executive commit- 
tee for a three year term were: 
Judge F. Anderson, American 
Wholesale Co., Long Beach, Calif.; 
Robert C. Lenfesty, Seattle Hard- 
ware Co., Seattle, Wash., and W. 
G. Steltz, Jr., Supplee-Biddle- 
Steltz Co., Philadelphia, Pa. 

Members of the American Hard- 
ware Manufacturers Association 
elected as their president Adger S 
Johnson, National Carbon Co., New 
York, N. Y. Vice-presidents are: 
John Gibson, III, McKinney Manu- 
facturing Co., Pittsburgh, Pa.; Paul 
C. Nicholson, Nicholson File Co., 
Providence, R. L.; and George H 
Day, II, Lumite Division, Chicopee 
Mills 

Named to the executive commit- 
tee were: R. A. Aldeen, Amerock 
Corp., Rockford, Ill.; G. S. Case, 
Jr.. The Lamson & Sessions Co., 
Cleveland, Ohio; James C. McKay, 
The McKay Co., Pittsburgh, Pa.; 
and R. L. Waterman, Corning Glass 
Works, Corning, N. Y 

Ray C. Fischer, The Irwin Auger 
Bit Co., Wilmington, Ohio, was 
named chairman of the executive 
committee 


° 


Harry B. Ellis Talks on 
The Middle East Today 


What Is happening overseas to- 
day has great bearing on our per- 
sonal lives. Rarely in the past two 
months has the Middle East been 
off the front page. It will stay there 
for it is vital to the United States 
and Russia. It will be a prime test- 
ing point in future diplomatic ma- 
neuvers 

Why is this? For one thing, more 
than three quarters of the world’s 
oil supply is located in this area 
If Britain, for example, should be 
cut off from this oil she would de- 
cline as a major power 

If the free World loses the Arab 
oil the balance of power would tip. 
Because of this the United States 
will fight to save the Middle East 
from falling to the Communist 
camp. 

Secondly, the Middle East is of 
strategic importance because of its 
location. Geographically, it is as 
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close to Russia as Mexico is to the 
U. S. 

Thus, it is important to Russia. 
There will never be peace so long 
as the U. S. is on hand for 
Russia will see to it that there is 
always turmoil. There will be 
no stability for some time to come 
unless the U. S. acts with almost 
supreme wisdom. 

Colonel Nasser is leading the 
Arab world towards unity, which 
is not a bad condition if the indi- 
vidual nations become responsible 
world citizens. 

With respect to the current con- 
flict of ideas with Communist 
China, we must defend Formosa, 
though our allies do not approve 
of the defense of Quemoy and 
Matsu. Privately a good many mil- 
itary peovle agree that the islands 
would have little to do with the 
defense of Formosa. 

There is little doubt that Chiang 
wants the U. S. to go to war with 
Red China. This is his only chance 
to get back the mainland. 


a 


Senator Bennett on 
Prosperity and Inflation 


SENATOR WALLACE F. Bennett 
(R-Utah) issued a call to arms to 
America’s housewives and other 
unorganized consumers to join 
forces in a battle against unsup- 
ported price and wage increases 
imposed uron them by powerful 
labor unions and management. He 
stated that Federal intervention 
may be required to protect the 
weak and unorganized consumers 
against these powerful forces 
which are daily “robbing” them by 
cheapening the value of the dollar. 

By “unsupported wage and price 
increases,” he referred to “those 
wage increases that are not vali- 
dated by increased productivity 
and those price increases that are 
not matched by ereater value.” 

Senstor Bennett chareed that the 
housewife, the white collar worker 
and other consumers not only are 
being victimized by inflation but 
also they do not receive their fair 
share of productivity and prosperi- 
ty. “Consumers should have every 
right to a real share in the gains 
of productivity in the only way 
they can get it. by lower prices. In 
fact this should have priority.” 

Senator Bennett charged that in 
inflation, labor and management 
rob the consumer of his fair share 
of the Nation’s increasing produc- 
tivity in two ways. First, they ab- 
sorb a'l the rewards of real pro- 
ductivity increases for themselves: 


secondly, they push through fur- 
ther price and wage increases 
which only create inflation and the 
illusion that they are getting some- 
thing for nothing. However, Sena- 
tor Bennett pointed out this tem- 
porary gain from inflation for some 
people “is stolen, not created, stol- 
en from the past and the future for 
the temporary present — stolen 
from the weak and helpless, the old 
and ill, for the greedy and rapaci- 
ous. People on pensions, fixed or 
fairly static income, cannot in- 
crease their incomes and are thus 


the greatest losers.” 

The Utah Senator said “Consum- 
ers should first demand their fair 
share of increased productivity in 
the market place and if just de- 
manding their share in terms of 
stable or reduced prices won't 
work, maybe the power of the 
Federal Government will have to 
be brought to play. That power is 
already being invoked both by la- 
bor and management when they 
need it. The consumers who are 
unorganized may have a greater 
right to call on its protection.” 


The Address of 
President Stiles 


ALL OF US in this industry share 
one common problem. Without 
exception, we are waging a con- 
tinuing battle to operate profitably 
in the face of today’s chaotic con- 
ditions. Expenses are moving ever 
upward. All of us are caught in a 
squeeze from which it sometimes 
seems impossible to escape. 

Unfortunately, increased ex- 
penses are evidently something we 
are going to have to learn to live 
with as gracefully as possible. 

The most obvious remedy al- 
ways seems to be securing more 
volume, but this isn’t as easy as it 
looks, particularly during a time 
of business readjustment such as 
we have been experiencing. In 
many areas, new firms are contin- 
ually popping up with a determi- 
nation to take a whirl at the 
wholesale hard - lines business, 
many of them apparently unaware 
that it is necessary to make a 
profit to survive. To be sure, some 
of them fall by the wayside, but 
during the time they are in exist- 
ence they divert precious volume 
which would otherwise flow 
through established channels. 

Meanwhile, our difficulties are 
compounded by wholesalers of 
other types who are faced with 
problems similar to our own, and 
reach over into our field in an at- 
tempt to bolster up their own 
sales. The net result has simply 
been to cut the cake a little 
thinner. 

The retailer, whose welfare is so 


closely tied in with that of the 
wholesaler, has similar problems 
of his own. Between the discount 
house, the so-called “wholesale” 
catalog house, which, in reality, 
sells to the consumer, the super- 
market, the drug stores, which 
muddy the waters by using hard- 
lines as leader items and traffic 
builders, and the premium cen- 
ter, his life has been really miser- 
able. We wholesalers are vitally 
interested, because as such opera- 
tors take business from our retail 
outlets, it represents volume dol- 
lars we have lost. 

It’s no wonder that most at- 
tempts to substantially increase 
sales in order to offset rising ex- 
penses have foundered. At the same 
time, the mad scramble for the 
available business has brought 
about unfortunate price-cutting 
programs, and concessions of every 
nature, which it is fondly hoped 
will produce additional volume. In 
order to stay competitive, others 
meet the situation and the race is 
on! The _ result, obviously, is 
simply less profit for everybody 
concerned. 

In fact, some critics, pointing 
to the major problems with which 
our industry is currently faced, 
have seriously questioned the fu- 
ture of our manufacturer-whole- 
saler-retailer method of distribu- 
tion. They claim to foresee the im- 
minent end of the hardware dis- 
tributor, pointing out that the 
discount house, the super market, 
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the drug chain, and the so- 
called “wholesaie” cacalog out.et 
are among those who are better 
equipped to do the distribution job 
than we. 

It’s true that some familar faces 
are missing from the wholesale 
hardware scene, but this has caus- 
ed a stir only because the unique 
Stability of this wholesale hard- 
ware industry makes such occur- 
rences unusual. 

Compared to practically any 
other industry -- the mortality 
among wholesale hardware distrib- 
utors is astoundingly: low! 

Now we hardware wholesalers 
are again under fire -- this time 
from those who believe we have 
outlived our usefulness, and we 
are about to witness a revolution 
in distribution! 

But from where I sit, it looks as 
though these prophets of gloom 
have a pretty lively corpse on their 
hands! Despite the price wars, 
spawned by these so-called “mass 
merchandisers,” despite the new 
types of competition springing up 
from every side to create more 
headaches, I am firmly convinced 
that when the smoke clears away, 
the hardware wholesaler will be 
more firmly entrenched than ever 
while the bulk of the “new era 
merchandisers” will have run their 
course. 

Why am I confident we will sur- 
vive the current onslaught? For the 
same reason we have survived 
wars, panics, depressions and ad- 
versity of every description, time 
and time again. Because we per- 
form basic economic functions-- 
because our functions cannot be 


eliminated in any system of distri- 
bution, because we can perform 
those functions more efficiently 
than can others. 

In our wholesale hard-lines field 
someone must do the selling and 
there is no one better equipped to 
do that job than we wholesalers 
with our 12,000 salemen blanket- 
ing this country! Someone must do 
the financing, and the aggregate 
investment of over three-quarters 
of a billion dollars, which we hard- 
ware wholesalers have available 
for this purpose, is unparalleled! 
Someone must do the warehousing, 
and our five hundred warehouses 
throughout the United States, from 
which we annually make millions 
of small shipments to almost three 
hundred thousand outlets, provide 
a service of supply that is unequal- 
ed! We are far and away the best 
and most efficient distribution in- 
strument available to the average 
hard-lines manufacturer 

One of our major tasks is that of 
getting our suppliers wholeheart- 
edly on our team. The mushroom 
success of some of the discount 
houses, catalog houses and whole- 
salers who perform only a portion 
of the distribution function, has so 
dazzled some of our sources that 
they fail to see the forest for the 
trees. They fail to recognize that 
these outlets are parasites which 
simply cannot exist without the 
help of the traditional distribution 
channels. They fail to realize that 
these outlets want only lines and 
brand names which have consumer 
acceptance -- items which have 
been developed by service—func- 
tioning wholesalers and retailers 
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They ignore the fact that the creed 
of these operators is “establish the 
market for us -- then we'll cut 
the price!” 

Just as our well-being is depend- 
ent upon the success of the retail- 
er, so is the manufacturer’s future 
equally dependent on the well-be- 
ing of the wholesaler. We've got to 
make our suppliers recognize that 
over the long pull, they are hurt- 
ing themselves when they are hurt- 
ing us. All of us in the hard-lines 
field—be we at the retail, whole- 
sale, or producing level—must 
realize that we are all in the same 
boat and begin pulling together, 
instead of in twenty different ways 
at once. 

How can we move forward? 
What can we do to cooperate with 
each other for our mutual benefit? 
In my humble opinion, one of the 
most important moves must be 
made by the manufacturer. He 
must stand up and be counted. He 
must choose between a method of 
distribution which includes the so- 
called “wholesale” catalog house 
—discount house—short function 
wholesalers—and similar opera- 
tions, or he must elect to cast his 
lot with the independent distrib- 
utor 

We wholesalers who believe in 
functioning in the traditional man- 
ner have got to hold up our end 
of the bargain. We must give sup- 
port to the manufacturer who casts 
his lot with the full-function 
wholesaler 

In turn, the retailer must make 
similar decisions. There are signs 
that the average dealer is now 
awakening to the seriousness of the 
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In their annual meeting presided over by W. H. Terstegge, members of the X-Club elected R. H. Coleman, Remington Arms Ce., 


the new Chief X for the ensuing year. 


SOUTHERN HARDWARE for NOVEMBER, 1958 


39 





Situation, ana is aware that he can 
no longer afford to support the 
lines of manufacturers who are un- 
dercutting him through sloppy sell- 
ing policies. As this awareness 
spreads, it may prove a serious 
problem for those suppliers who 


have failed to properly support the 
traditional manufacturer - whole- 
saler-retailer distribution chain— 
and no wholesaler can successfully 
continue to promote a line which 
has lost its appeal to the retail 
dealer. 


The Import Situation 


By John W. Sheffield 


Sheffield Hardware Co. 
Americus, Ga. 


Mr, Sheffield’s appraisal of the impact of foreign hardware 
products on domestic business was a highlight of the Atlantic City 
convention program. His detailed summary of this controversial 
problem resulted in further widespread discussion among conven- 
tion delegates. Interest in this talk was so great that SouTHERN 
HARDWARE, upon the request of many of those present, here presents 


Mr. Sheffield’s full text. 


FRANKLY, I don’t know too much 
about the subject of imports, On 
the other hand, I do know what is 
happening in my own business and 
in my own territory, which condi- 
tion possibly holds true all along 
the Atlantic Coast, Gulf Coast, up 
the Mississippi River and possibly 
on the Pacific Coast, with Jap- 
anese rather than European goods 
being the fly in the ointment. It 
might be in order to drop a word 
of warning here to you people who 
will soon be served by the St. Law- 
rence Seaway, because the same 
thing will be happening to you as 
soon as that overseas facility is 
completed. In fact, Mr. Roger 
Blough himself has said, this is 
liable to be a one way street—west 
bound. 

A list of goods offered by foreign 
manufacturers and importers to 
hardware distributors reads almost 
like an index to a hardware cata- 
log. Each different type of mer- 
chandise possibly should be a sub- 
ject in itself, and time doesn’t per- 
mit a thorough overall discussion 
of the problem, but to name just a 
few—axes, bagties, barb wire, bat- 
teries, bolts, rubber boots, bale 
ties, automatic hay baling wire, 
bicycles, cutlery, files, fishing 
poles, flash lights, fence wire, gift 
ware, window glass, hardware 
cloth, hinges, light bulbs, nails, 
pipe, pipe fittings, radios, sport- 
ing goods, shovels, hand tools of 
all kinds. 
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Basically, the only reason im- 
ported hardware is getting to be 
a problem, is the spread in price 
due to the difference in wages paid 
to American and foreign labor. 

What is the American Hardware 
Distributor supposed to do about 
it? Our job is to serve our dealers 
with the right merchandise at the 
right price. Are we to hold back 
and refuse to sell them foreign 
goods, and let the chains and dis- 
count houses and others get all this 
business? 

There are hundreds of “fly-by- 
night” importers who will sell the 
dealer direct, so actually he doesn’t 
have to buy it from us to obtain 
these goods. I don’t see how a dis- 
tributor could very well adopt a 
policy of handling no foreign goods. 


If he did adopt such a policy, wnere 
would he buy his watches? I un- 
derstand all the works are now 
made in either Switzerland or 
Germany, or where would he buy 
his fishing poles and other stand- 
ard hardware items that have tra- 
ditionally come from _ foreign 
countries? 

What is the American manufac- 
turer supposed to do about it? Can 
he afford to shut his eyes to this 
tremendous amount of merchandise 
that is coming in every day. Can 
he afford to meet the price, and 
still pay the wages American labor 
is demanding? Should he put out 
an inferior product to meet the 
price or possibly change the brand 
on his present product and be con- 
tent with a smaller margin of prof- 
it. Frankly, I don’t know the an- 
swer to these questions. 

As I told you at the outset, to try 
to make this talk all inclusive of 
import items would be taking in 
more territory than I can handle, 
so just for simplicity I will stick to 
what the steel mills call “mer- 
chants wire products.” Let me say 
right here, that my company does 
handle foreign wire products. We 
went into it late and very reluc- 
tantly, but with us it was a matter 
of survival. In contrast to the met- 
ropolitan distributor, where wire 
products doesn’t amount to s0 
much, it is the major volume line 
of most rural distributors like our- 
selves. 

So now, let’s look at a few facts 
about this class of merchandise. 
First, how does the quality stack 
up with American? From actual 
experience I don’t know, having 
never stretched a fence, but I do 
know the complaints are very sel- 
dom and trivial. Anyhow, the aver- 
age farmer doesn’t care too much 
about whether his barb wire will 
last 20 years or 15 years. He's 
thinking about this particular herd 
of cows. The chances are he may 
not use this field for the same 
purpose next year. 

What about the price? Now here 
is the meat in the coconut. With 
the same percentage mark-up, the 
going price to the retail dealer on 
American nails is 183%4% higher 
than foreign, while American 
barb wire cost the retail dealer 
45% more than foreign. On barb 
wire this figures a difference of 
$3.25 per spool at the wholesale 
price and approximately $4.00 per 
spool at retail or what the consum- 
er has to pay. 

Let me quote from a letter I re- 
ceived recently from one of our 
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most prominent members: “Ap- 
parently the majority of our deal- 
ers are not too concerned as to 
whether it is American or foreign, 
but are looking at the price.” Let's 
look at it this way for a minute. 
Here is a farmer looking at two 
spools of barb wire, they both look 
exactly alike except one is branded 
with the name of a well known 
American manufacturer, and the 
other has a little metal tag stamped 
“made in Belgium.” 

These two spools of barb wire 
will both do exactly the same job 
for him. There is no question of 
style such as in clothing, there is no 
apparent difference in quality such 
as in buying a Cadillac or Chevro- 
let. However, if you look closer you 
will see that one spool will cost 
him $13.00, and the other will cost 
him $9.00. 

The average farmer I know any- 
thing about, has no desire to do- 
nate $4.00 of his net profit to up- 
hold the standard of living of 
American labor or add to the prof- 
its of the steel mills. He’s just as 
patriotic as the next man, but he 
doesn’t care if the barb wire was 
made in Birmingham or Bavaria. 

How big is the thing getting to 
be? What part of the market has 
been captured by the foreign prod- 
ucts, and what is the tendency? Is 
it growing? or diminishing? To an- 
swer these questions intelligently 
would require an extensive survey, 
not only of hardware distributors, 
but of distributors of all kinds who 
handle this type merchandise. To 
get some ideas other than my own, 
I wrote to all members of this as- 
sociation in the state of Georgia. 

It came as a distinct surprise to 
me to find out that over half of 
these handle no foreign wire prod- 
ucts at all. However, each of these 
indicated although they were car- 
rying only American products they 
couldn’t very well say they were 
selling any. One of these who han- 
dle no foreign products made out 
a comparison between 1954 and 
1957 on his American wire prod- 
ucts. He found that his total nail 
business is now only 26% of what 
it was in 1954, his total field fence 
business is now only 7% of what 
it was in 1954. 

Figures given me by those who 
did handle foreign products were 
rather startling. I would like to 
quote first from one of the let- 
ters received. “I hate to write you 
like this, but to be frank with you, 
we are just not selling any Ameri- 
can wire products. If we sell 10 
kegs of American nails a week, we 
have done a big job. I only hope 
American labor will see this, be- 


fore it goes too far.” 

One of the distributors made a 
detailed study on common nails 
only, in the years '56, '57, and ’58, 
and came up with the following 
figures. 

Total sales on all common nails 
equals 100%. 

1956 - Foreign 74% - American 
26%. 

1957 - Foreign 82% - American 
18%. 

1958 - Foreign 91% - American 
9%. 

Another said for the last 12 
months foreign nails accounted for 
95% of his total nail volume. The 
interesting point in this case is 
that his sales on common nails are 
increasing. If his 1958 sales con- 
tinue at the same rate as the first 
nine months, his sales on foreign 
nails alone will exceed his total 


can laborer and manufacturer? 
Well, that’s a point where there 
might be some difference of opin- 
ion. The Ameriean consumer might 
have some thoughts on the sub- 
ject. 

Remember that $4.00 difference 
I was telling you about in the price 
of a spool of barb wire? Is it bet- 
ter for the economy of the country 
that that $4.00 be used for adding 
to the profits of the steel industry, 
and adding to the standard of liv- 
ing of the steel worker, or will it 
be better for it to be in the con- 
sumer’s pocket so he can spend it 
for other things he sorely needs? 

As far as protective tariffs are 
concerned, it is my personal opin- 
ion they are on the way out. If we 
are to continue to have a united 
front of Western Nations against 
Communism, it is only a matter of 





Associate Membership in AHMA 
Available to Manufacturers Agents 


MEMBERS of the American 
Hardware Manufacturers Asso- 
ciation, in their annual business 
meeting, voted to extend asso- 
ciate membership status to qual- 
ified manufacturers agents. In 
applying for associate member- 
ship, agents should indicate in 
their application two of the do- 


mestic manufacturers of hard- 
ware whom they represent and 
have this representation certi- 
fied by the two companies. In- 
quiries should be directed to: 
Arthur L. Faubel, Secretary, 
American Hardware Manufac- 
turers Association, 342 Madison 
Ave., New York 17, N. Y 





sales on common nails in 1956 by 
61%. 

Three distributors said foreign 
barb wire accounted for 100% of 
their barb wire sales. 

As far as my personal observa- 
tion goes, Japanese wire products 
are only a small percentage of the 
European wire products entering 
south Atlantic ports. However, I 
was talking to an importer recenfly 
and he told me he brought in 27 
thousand kegs of Japanese nails to 
Savannah, Georgia alone in August 
of this year. 

Mr. Roger Blough, in a recent 
speech to the Cleveland Chamber 
of Commerce, said: “Barbed wire 
is just as American as blue-berry 
pie, but the fact still remains that 
over half of all the barbed wire 
sold in America in 1957 was im- 
ported from abroad.” 

Why doesn't Congress do some- 
thing to keep out these cheap for- 
eign goods? Why don't we have 
higher tariffs to protect the Ameri- 
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a few years before tariffs between 
Western Nations will be just as un- 
thinkable as between the States of 
the Union. I don’t mean to imply 
that the hardware distributor 
doesn’t care whether or not the 
American wire products manufac- 
turers pass out of the picture. In 
fact, that’s what we don’t want. 

One of the top men in the steel 
industry recently stated that “The 
basic law of business is stated in 
three words—compete or die.” It 
seems to me they are carrying out 
their own sentence if the wire mills 
are closed in face of foreign com- 
petition. 

So, what is the solution? Several 
American manufacturers of other 
lines have met the situation in a 
realistic manner. A well known 
axe manufacturer has put out an 
axe at a price that has really 
knocked the pants off the imports 
of this item. A well known file 
manufacturer came out with a line 
of files below the imports. A well 
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known hinge manufacturer did the 
same thing, and imported hinges 
are now a scarcity in our particular 
area. 

In my opinion, if the very day 
the first boat load of foreign barb 
wire hit the dock, our American 
manufacturers had come out with 
a wire below the importers’ cost, 
they would have broken up this 
thing before it started. I don’t mean 
come out with an inferior product. 
None of these I have named came 
out with anything inferior, they 
just branded it differently to meet 
the situation. To my mind they 
were realistic and they won the 
bout with imports by a knockout in 
the first round. I still think it isn’t 
too late for the producers of mer- 
chants wire products to do like- 
wise. 


It would be hard for me to sit 
down this morning without saying 
a word on how I feel about the at- 
titude of American manufacturers 
of merchants wire products toward 
the legitimate distributor. 

One main reason why there is so 
little evidence of loyalty on the 
part of the hardware distributor 
for the wire products manufactur- 
er, is due to the manufacturers’ 
lack of policy towa i the distrib- 
utor. If you stop and aaalyze it, you 
will find they actually have no dis- 
tributor policy. Their entire selling 
plan is based on volume of one 
particular sale, with no considera- 
tion whatsoever given to functions 
performed. Anybody, and I mean 
anybody, can buy merchants wire 
products just as cheap as the 
established hardware distributor, 
so long as they have the money 
and buy in the same quantity. The 
legitimate distributor who stocks 
merchants wire products the year 
round, has no consideration what- 
soever from the manufacturer 
when some consumer wants a large 
quantity of these products. Our 
company recently lost a large sale 
of this tyne, and I’m speaking from 
bitter experience. 

If the levitimate distributor 
needs a few fill-ins, the manufac- 
turer makes it just as difficult as 
possible and just as expensive as 
possible for him to get them. On 
top of an already too high price, 
the manufacturer penalizes the dis- 
tributor if he buys nails in less than 
10 keg lots of a size. He is again 
penalized if the total order of nails 
doesn’t equal to 20,000 Ibs. He is 
again penalized by the manufac- 
turer if he doesn’t buy as much as 
40,000 Ibs. of wire products at one 
time, and on top of this he is pen- 
alized by the railroad if he doesn’t 
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buy an 80,000 Ib. car. 

So here in as few words as possi- 
ble, I'll tell you what I think the 
manufacturer of merchants wire 
products should do to combat the 
foreign imports. 

(1) Take another look at their 
sales policy. Give credit for func- 
tions performed. Show by actions 
that they are interested in the dis- 
tributor and the services he per- 
forms for both manufacturer and 
retailer. 

(2) Put out a product to meet 


foreign competition. Call it by a 
different name, put it up in a dif- 
ferent package, but anyhow put it 
out. There is a possibility that they 
may not make the usual 10% on 
sales after taxes by following this 
policy, but if they will do this, they 
will beat the importer at his own 
game, and I believe soon get the 
situation well in hand. Most im- 
portant of all, they will regain the 
confidence, respect, friendship and 
loyalty of the American Hardware 
Distributor. 


Can a Dealer Afford 
to Buy Direct? 


By R. W. Maycock 


ZC M I Wholesale Distributors 
Salt Leke City, Uteh 


A RETAILER can afford to buy di- 
rect provided he receives a suffi- 
cient increase in gross margin to 
offset his decrease in turnover. 

How much increase in gross 
margin is necessary to ofiset a 
given decrease in turnover in or- 
der that a retailer will still receive 
the same return on his inventory 
investment? 

Let us suppose that a retailer is 
buying a line from a wholesaler on 
which 


annual sales are ; $1000 
gross margin percentage is.. 3344 % 
gross margin dollars are. ’ $335 
leaving cost of sales $667 


This retailer asks the manufac- 
turer’s representative if there is 
some way he can increase his gross 
margin on this line. 

“Yes,” replies the manufactur- 
er’s representative, “we can sell 
you at the same price you pay 
your wholesaler but can give you 
a 6% percent discount off the re- 
tail list, thereby increasing the 
gross margin from 33% percent to 
40 percent if your order amounts 
to $330 or more.” 

Can the retailer afford to pass 
up this additional 6% percent of 
gross margin? 

To answer this question, let’s 
see what the retailer’s approxi- 
mate turnover is now, based on 
buying this line from his whole- 
saler: 


Reramern Turnover WorksHeret 
Sales Ending 
Purchases at Cost Inventories 

Dec XXXX 80 
. Jan. 110 
. Feb. 90 
. Mar. 100 
. Apr. 

. May 100 
. June 
. July 100 
. Aug. 
. Sept. 
. Oct. 
Nov. 
. Dec. 

Totals. XXXX 
(a) Total inventories 
(b) 13 or fewer number of inventories mak- 

ing up (a) 
(c) Average inventory 
(d) Total sales at cost 
(e) Turns 


(d) 667 (a) 1450 
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oS eS 
_(e) 111 / (d) 667 
(b) 13 / (a) 1450 


Based on the assumptions in the 
foregoing table, it will be noted 
that the retailer is receiving 6 
turns on this line. 

Now, let’s see what his return 
on his inventory investment is at 
3348 percent gross margin. The 
following table indicates that he 
receives $3 of gross margin for 
every dollar invested in inven- 
tory: 


Gross Marcin Return Woarxsnerr 


Present Proposed 
Method Method 
Sales $1000 §. 
Gross margin 33%% .. Fo 
Gross margin $335 ¢$ 
Sales at cost $667 $¢ 
Average inventory $lil ¢ 
Turnover rate 6 
Gross margin return on each 
$ invested mi CU ee 


What will this retailer's turn- 
over be on this line when he buys 
direct with a minimum order of 
$330? 

Assuming his beginning inven- 
tory and sales the same as when 
he purchased from his wholesaler, 
the following table indicates that 
he will secure only 3 turns when 
buying direct: 


Reramer Turnover Woaksuret 


Sales Ending 
Purchases af Covt Inventories 
XXXX XXXX 80 
530 360 
310 
260 
210 
160 
110 
590 
540 
290 
180 
130 
80 
(a) 2900 


PPNP SPSS 


Totals XXXX (d) 667 
(a) Total inventories 
(b) 13 or fewer number of inventories mak- 
ing up (a) 
(c) Average inventory 
(d) Total sales at cost 
(e) Turns 
(e) 5 
(ce) 225 (d) 667 
(b) 13 / (a) 2900 


Will the additional discount of 
6% percent offset the loss of 3 
turns? 

The following table indicates 
that when buying direct on the 
basis outlined above, the retailer 
will receive only $2 in gross mar- 
gin for each dollar invested in in- 
ventory: 


Gaoss Maacin Return Worksnrer 
Present Proposed 
Method Method 


EE $1000 $1000 


Gross margin 
Gross margin 
Sales at cost 
Average inventory 
Turnover rate.. “ 6 
Gross margin return on each 
$ invested $3 


We can see from the above table 
that the 6% percent additional 
gross margin is not sufficient to 
offset the reduction in turnover— 
which is the same as saying that 
the additional gross margin is not 
sufficient to offset the increase in 
inventory investment. 

We now come to the key ques- 
tion: “How much additional dis- 
count—or total gross margin— 
would a retailer have to secure to 
get the same return on his inven- 
tory investment?” 

We can see from the following 
table that we have three un- 
knowns: 

(1) Gross margin. 

(2) Sales at cost. 

(3) Average inventory. 


Gaoss Mancrw Reruan. Woaxseeer 
Proposed 
Method Method 

Sales $1000 $1000 
Gross margin 34% % 
Gross margin $355 
Sales at cost $667 
Average inventory $til 
Turnover rate 6 5 
Gross margin return on each 

$ invested..... $3 $) 


Present 


If we can secure any one of these 
three figures, we can then com- 
pute the other two. 

Table 1 gives us a figure. We 
can verify the fact that a 50 per- 


cent margin with 3 turns will give 
us the same return on our invest- 
ment as 3344 percent gross margin 
with 6 turns: 


Gaoss Manotn Retuan WoaksHret 
Proposed 
Method Meibod 
Sales $1000 $1000 
1314% 10% 
Gross margin $555 $500 
Sales at cost $667 $500 


Average inventory $11 $167 
5 


Present 


Gross margin 


Turnover rate 6 
Gross margin return On each 


$5 $3 


$ invested 


The retailer can now see that a 
16% percent discount rather than 
a 6% percent discount is required 
in order for him to receive the 
same gross margin return on his 
inventory investment. 

Even though he were able to 
secure such a discount and thereby 
get a 50 percent gross margin on 
this line, his expenses would be 
higher on an average inventory of 
$167 than they would be on an 
average inventory of $111. There- 
fore, to come out ahead, it would 
require a better return on his in- 
vestment when buying direct than 
when buying from a wholesaler. 

Since the cost to a hardware re- 
tailer of carrying an inventory is 
approximately 20 percent (includ- 
ing taxes, insurance, interest, oc- 
cupancy and obsolescence). the 
excess inventory of $56 would cost 
the retailer approximately $11.20. 

Let us take one more example. 

Suppose the manufacturer re- 
quires only a $200 order in order 





Since: 


Table 1—How to figure gross margin 


Here is @ formula for figuring gross margin in relation to turnover in 
completing the gross margin return worksheet: 


gross margin 
rate of return 


equals average inventory 





cost of sales ; 
and: _ equals average inventory 


estimated turnover 


gross margin cost of sales 


rate of return 


Substituting X for gross margin and converting it to a percentage, we 
have 


it follows that: — equals 


estimated turnover 


x 1.00 minus X 


- —— equals 
rate of return . estimated turnover 


By substituting the figures we have been using in our illustration, we 
get: 

x _ 1 minus x 

3 equals 3 
Eliminating the fraction: 

3X equals 3 minus 3X 

6X equals 3 
Therefore: x equals 5 or 50% 
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to grant the additional 6% dis- 
count. By using our turnover 
worksheet, we find that the retailer 
would get 4 turns instead of 3 on 
the basis of ordering in $200 quan- 
tities. By applying the formula 
and completing the gross margin 
return worksheets, we find that a 
gross margin of 42.9 percent would 


be required in order to get a $3 
gross margin return on _ invest- 
ment. The retailer can now see 
that a 9.6 percent discount rather 
than a 6% discount is required to 
offset the reduction in turnover. 
It’s not the dollars of profit in 
proportion to sales that determines 
profitableness of an _ enterprise. 


Turnover to Profits 


By Russell R. Mueller 
National Retail Hardware Ass'n. 


Retailers today need manage- 
ment help and assistance. There is 
opportunity here for real coopera- 
tion between wholesaler and re- 
tailer. In 18 meetings with whole- 
salers it was established that when 
retailers are profitable so are 
wholesalers. 

Both industries follow the same 
pattern with respect to profits. Re- 
tailers today are looking for profit 
on present sales. Action is being 
taken now designed to improve 
margins and profit. It has been de- 
termined that the best place to 
start is within our own organiza- 
tions. Better margins from manu- 


Simplified Unit Pricing 


Buh! Sons Co. 
Detroit, Mich. 


SINCE OUR association started 
promoting Simplified Unit Pricing 
a few years ago, much progress 
has been made. We have now had 
enough experience to know that 
this method of pricing is sound and 
practicable. We can now order, and 
receive an invoice for, hinges that 
are priced by the pair, not dozen 
pair. Cabinet hardware can be 
ordered and will be invoiced by 
the piece or pair, instead of dozen 
or gross. Hammers and saws are 
now sold by the each instead of 
dozen. Rope and chain are sold per 
foot instead of pound. We could 
mention hundreds of manufactu- 
rers who now price their products 


44 


by the Simplified Unit Pricing 
method. 

We are still a long way from 
getting 100% cooperation from our 
suppliers. Those manufacturers 
that have not even made an at- 
tempt to swing over to Simplified 
Pricing demand our attention. You 
may buy a mortise lock for $7.70 
each; however, a rim lock, close in 
value, is $83.90 per dozen. Padlocks 
are still priced per dozen as are 
files and thousands of other items. 
The abrasive people have a pricing 
setup that would give an Einstein 
trouble. Different types of abrasi- 
ves have 40 different base dis- 
counts — 16%, 17%, 19%, 25%, 


Rather, it’s the dollars of profit in 
proportion to money invested. No 
longer need a hardware retailer 
guess as to whether or not he can 
afford to buy direct. With the use 
of the two worksheets and the 
formula illustrated above, he can 
now make this determination on 
any given line or item. 


facturers would help. Better 
margins from wholesalers to retail- 
ers would also help, but you can’t 
give away what you don’t have. 

When retailers can do a more 
orderly job of buying in turnover 
quantities, margins will improve. 
As a better customer the retailer 
will allow the wholesaler to im- 
prove services and margins. Think 
of dealers as part of your organiza- 
tion. Your salesmen will have to 
spend more time with dealers in 
management guidance. They will 
service less accounts but will have 
more profit. 

Retailer profits can be improved 
only through professional guid- 
ance. The NRHA will bring out in 
January The Turnover Handbook 
which will consider a basic stock 
list of 5150 items and will estab- 
lish price classes for each type of 
consumer and will establish the 
percentage of markup that each 
item will take. 


—_ 


27%, 39%, 44%, 46%, 
name a few. 

In addition, there are quantity 
discounts: less than 1 unit — base 
plus 10%; 1 to 6 units — base less 
10%; 7 to 14 units — base less 
24%; 15 or more units — base less 
35%. 

Another problem has come about 
because a lot of manfacturers have 
converted to Simplified Unit Pric- 


55% — to 
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ing, but have failed to follow 
through on their packing. These 
manufacturers have only done half 
the job. A still bigger problem is 
the manufacturer who announces 
that he is going to Simplified Pack- 
ing and then ships part of his line 
in % dozens or dozens. 

I feel that the wholesaler also 
has an obligation in the simplifica- 
tion program. If we continue to 
place orders in units of dozen or 
gross, after the manufacturer has 
converted to each or hundreds, we 
are not living up to our end of the 
bargain. If you are already, or are 
plenning on using machine billing, 
it is important that you throw out 
the dozen and the gross. The ma- 
chines can’t read 14 dozen, 4% doz- 
en, or % dozen. 

Speaking of machine billing 
brings up another problem. Too 
many manufacturers are doing 
things with their new electronic 
machines that may be time and 
money saving to them, but they are 
driving their customers crazy. The 
president of one wholesale firm re- 
cently wrote your committee about 
this problem. Part of his letter 
reads as follows: 

“It seems to us to be utterly ri- 
diculous for a factory to use such 
a method merely because some 
super-salesman has sold them a lot 
of machines that they do not 
know how to operate.” 

The writer sent copies of a few 
invoices. One invoice shows the 
following: “Please identify remit- 
tance by invoice number — 
000000XX0.” Only the X’s have 
been substituted. In case I didn’t 
read the number correctly, there 
are 6—0’s before the X’s and one 
followixg. On the same invoice, 
they show their salesman’s num- 
ber—13,302. That’s not the exact 
number, but it is well over 10,000. 
In a box on this invoice, there is a 
notation — “Inv. Req. 2000.” I 
doubt if 2000 copies were made. 

Now to get to the meat of the in- 
voice — the items shipped and 
prices. The amount ordered, 
amount shipped, and the price are 
per each not dozen; this we like. 
The catalog number is simple— 
2 letters followed by 3 digits—and 
then we find a part number con- 
taining 9 digits! The name of the 
item is really a puzzler—a four 
letter abbreviation that spells out 
something that would never be 
found in a hardware warehouse. 

The machines can do wonderful 
things, but they still can’t think! 
It takes people with some knowl- 
edge of your business and with a 
lot of common sense to operate 


them. 

There is another custom of some 
manufacturers that deserves our 
attention. That is their method of 
allowing cash discount—the cash 
discount being allowed only on the 
net amount after the freight allow- 
ance is deducted. On $1,000.00 
worth of merchandise and a $50.00 
freight allowance, the cash dis- 
count would be $19.00 instead of 
$20.00. Actually, the net result is 
that the customer who discounts 
his bills receives nly 98% freight 
allowance, whereas the non-dis- 
counting customer receives full 
freight allowance. This hardly 
seems fair. The simple solution 
would be to insist that all ship- 


ments are prepaid. 

A suggestion has been made by 
one of the manufacturers. Evi- 
dently, manufacturers also have 
problems. This manufacturer ques- 
tions whether any consideration 
has ever been given to wholesalers 
using a standard purchase order 
form. That is, standard as to size 
and layout. 

There is no doubt that a lot could 
be done along this line to help the 
manufacturers. There is also the 
possibility that a standard order 
form might help to speed up ship- 
ments. It is your committee’s inten- 
tion to request sample orders from 
wholesalers so that this matter can 
be given further study 


The Select Group — 


By H. i. Thompson 
The Bostwick-Braun Co. 
Toledo, Ohic 


Topay, the cooperatives, these 
tax-free parasites, still remain 
“The Select Group” of this coun- 
try. They are more dangerous 
now than they have been at 
any time because they have had 
one more year in which to retain 
their tax-free earnings and add 
this to their capital, whereas their 


Tribute to 
George Fernley 


In recognition of his 46 years of 
service to the NWHA, George A. 
Fernley, who retired recently as man- 
aging director, here receives a silver 
tray, engraved with the signatures of 
members of the “official family,” 
from Henry Allison, a past president 
of the association. Thomas A, Fern- 
ley, Jr. previously had been named 
managing director and R. Bruce Wall 
appointed secretary. 
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competition is paying 52% to the 
government 

To meet the competition of co- 
operative wholesalers, the inde- 
pendent tax-paying distributors 
have been forced ‘to cut their mar- 
gin to an unhealthy level with vol- 
ume rebate, direct-from-factory 
deals and payment of freight 
charges. This has raised havoc in 
the wholesale hardware field and 
has resulted in reducing profits on 
the average to less than 2% of 
sales. 

Today not just our industry, but 
many other lines of business, are 
being adversely affected by this 
situation. This is an industry prob- 
lem that we all must tackle. Let us 
first look at the problem from the 
manufacturers’ standpoint. Even 
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though a manufacturer may not 
have direct competition from a 
competing co-op, still what are his 
problems as they exist today? If 
all hardware wholesalers through- 
out the country were to convert 
their operations to that of a co-op, 
or “dealer-owned” wholesaler and 
eliminate all salesmen, then, where 
would the manufacturers develop 
the sales effort so vital to their 
business? 

There would no longer be any 
wholesaler hardware salesmen to 
present manufacturer’s new prod- 
ucts and programs. The manufac- 
turer would then have to triple or 
quadruple his sales organization 
thus raising tremendously the cost 
of his product. 

At the same time let’s look at it 
from the retailer’s point of view. 
The normal retailer spends time 
and effort to sell the items in his 
store. Does he like to see the efforts 
he has put forth lost when a con- 
sumer co-op, or discount house, 
moves in and steals his consumer 
who hopes to get a discount or a 
rebate? Competition is fine, but the 
laws of our land should be such 
that everyone is treated equally 
without giving one select group a 
decided tax advantage. 

These large cooperatives are no 
longer local in scope but extend 
thcir operations across the nation. 
Large chains of consumer coopera- 
tive stores are being established, 
and independent hardware retail- 
ers have moved into the wholesale 
business. Cooperatives of all types 
are expanding into practically 
every field of manufacturing, 
marketing, processing, wholesaling, 
retailing, and service trades. This 
expansion is made possible by use 
of tax-free earnings—money which 
we have to pay to support our 
government. 

Today, there are so many busi- 
nesses suffering from the effects 
of this unfair competition that the 
politicians are beginning to realize 
that something must be done. They 
also realize there is a tremendous 
amount of taxes that are now lost. 
When the treasury and tax-writing 
committees are dealing in deficits 
the size of the one this year, they 
are definitely interested in finding 
new untapped sources of revenue. 

Although no specific legislation 
for eliminating the co-op tax ad- 
vantage was passed by Congress 
this year, nevertheless, a great deal 
of successful work has been ac- 
complished. Hearings before the 
House Ways and Means Committee 
have been held where those of us 
favoring tax equality have had an 
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opportunity to clearly present our 
side of the picture. Effective work 
has been carried out with many 
members of the administration. In 
addition to this, tremendous strides 
have been made in having other 
trade associations join with us in 
this important battle. Other indus- 
tries are working on this problem 
with their own industry-wide com- 
mittees just as we have done in the 
wholesale hardware business. It is 
the combined effort of all of us 
that is needed to correct the pres- 
ent unfair situation. 

I believe I can say to you con- 
fidently that the next session of 
Congress after the election will 
look at this matter most seriously 





and corrective legislation should 
not be far off. In fact we are as- 
sured that the subject of equaliz- 
ing taxation will be on the agenda 
when Congress reconvenes. 

This tax - exempt competition 
from the co-ops, in my opinion, is 
the major problem of our industry, 
and tax justice must be obtained 
if our industry is going to continue 
successfully into the future. 

Our Association members and 
our manufacturing friends have 
been loyal and helpful in their 
contributions to the National Tax 
Equality Association. Today, your 
continuing support is absolutely 
vital if we are to carry on and ob- 
tain corrective legislation 


A Cold Hard Look 


By James P. Townle 
Townley Metal and Hardware Co. 
Kansas City, Mo. 


WE ARE ON quite a merry-go- 
round, one that takes us around in 
great big circles. The merry-go- 
round will continue to go around 
and we will face apparent changes 
in the distribution picture in our 
future, as we have in my present, 
and my father’s past. 

What we need to do, when ques- 
tions arise as to changes in distri- 
bution—is to take a cold, hard 
look at the channels of distribu- 
tion. 

First of all, let’s look at a manu- 
facture and distribution flow 
chart. Let’s see what basic steps 
must be taken, in this country of 
mass production and high stand- 
ard of living to move an item of 
hardware from raw _ material, 
through manufacturer, through 
distribution, and into the hands of 
the ultimate consumer, paid for in 
full. 

Let us chart the steps to recall 
them more vividly to mind. 

(1) Procurement and Processing 

of Raw Materials 

(a) Sales 

(b) Stockpiling 

(c) Financing 
(2) Freight of Raw Materials 
(3) Manufacturing 

(a) Sales 

(b) Warehousing 

(c) Financing 

(d) Advertising 

(4) Freight of Finished Goods 

to Distributor 





(5) Wholesale Distribution 
(a) Sales 
(b) Warehousing 
(c) Financing 
(6) Freight from Distributor to 


Retailer 

(7) Retailing to Consumer 
(a) Sales 
(b) Stocking 


(c) Financing 
(d) Advertising 
(e) Display 
This flow chart represents the 
most economical means, time prov- 
en and tested, to move large vol- 
umes of merchandise into the 
hands of a mass buying market. 
Obviously these steps are the 
ones taken when an independent 
manufacturer sells to an independ- 
ent wholesaler who in turn sells 


SOUTHERN HARDWARE for NOVEMBER, 1958 

















to an independent retailer for de- 
livery to the consumer. 

These same steps are taken when 
an independent manufacturer sells 
to a large chain outlet, who ware- 
houses the merchandise in central 
distribution points, for quick and 
ready delivery to his own or asso- 
ciate retail stores for delivery to 
the consumer. 

The same steps are taken when a 
manufacturer owned and con- 
trolled by a large distributing or- 
ganization ships to the warehouse 
or warehouses of its parent and in 
turn to retail outlets anc on to the 
consumer. Each step on our chart, 
one way or another, must be made. 

Why have we, during the past 
year or two in particular, had a 
critical finger pointed at the— 
“Cost of Distribution’—the term 
that should be the “Value of Dis- 
tribution?” Is there a better way 
to distribute in great volume the 
goods of many manufacturers to 
millions of consumers? First, there 
is no better way. Sure, a small 
factory could sell direct to the con- 
sumer, but only up to a very lim- 
ited volume of sales. 

During and since World War II 
there has been tremendous strides 
made in this country in reducing 
the cost of manufacture. Whole- 
salers and retailers lagged behind 
in modernizing their establish- 
ments. In the past two years, there 
has been a very noticeable trend 
on the part of retail hardware 
stores and lumber yards with hard- 
ware departments to modernize 
their places of business. We in the 
wholesa'e distributing field are 
lagging behind. 

Are there short cuts that we can 
take that would for all time be 
beneficial to you as a manufactur- 
er and even to us as wholesale dis- 
tributors and to the retail dealers? 
Some are being tried. Let’s take 
a look at them. 

(1) “Drop shipments” is one 
such gimmick. For the Retail Deal- 
er, it’s real'y more of a loss than 
of a gain. He buys the drop ship- 
ment at a cut price but the over- 
loading of stock, the unbalancing 
of inventory, and the slowness of 
delivery in a retail industry no- 
torious for poor turnover makes a 
very doubtful gain. If the manu- 
facturer does it for one wholesaler 
he must do it for all, and if all 
adopt his drop shipment program, 
and no longer stock his merchan- 
dise, he takes on the cost factors 
that the wholesaler has eliminated, 
and more. There is no short cut 
or elimination of overall expense 
by the drop shipment program. 


Award of Merit 


In special ceremonies, NWHA 
President John Stiles presented 
plaques and scrolls such as that 
shown above to three manu- 
facturers. This recognition, an 
innovation at this year’s con- 
vention, is for the policies of 
these manufacturers which have 
contributed to an improvement 
of the Manufacturer-Wholesal- 
er-Retailer relationship. The 
three manufacturers honored 
were: Corning Glass Works, 
Amerock Corp., and True Temp 
er Corp. 


(2) “Selling direct” to larger re- 
tail accounts is another avenue de- 
signed to short cut some of the 
steps in our flow chart. Manufac- 
turers expect the old, full line dis- 
tributor to beat the bushes in the 
expensive areas for the accounts 
the manufacturer can't afford to 
handle direct while they skim the 
cream from the few big accounts. 
One by one distributors get fed up 
on skimmed milk, the manufac- 
turer’s line is dropped for one that 
is properly homogenized, and in- 
cludes both the cream and the 
skimpy accounts. 

(3) A third policy of sales that 
is theoretically designed to lower 
the cost of distribution, is that of 
the manufacturer, or wholesaler, 
who sells direct to discount houses. 
This creates a price disturbed 
market. Disturbed market makes 
steps 5 and 7 on our chart un- 
profitable for distributors and re- 
tailers. When lines become un- 
profitable, they are discontinued o1 
put on the back shelf. 

When these proper channels of 
distribution are interrupted or 
short cutted, chaos can _ result 
which is immediately felt by the 
retailer and distributor, eventual- 
ly by the manufacturer, and ulti- 
mately by the consumer who can 
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no longer buy the chosen item in 
his neighborhood shopping center 
or community. Only you, the man- 
ufacturer, can select and control 
your distribution outlets, and you 
should remember that no discount 
house or downtown department 
store is going to advertise and sell 
your product at a cut price when 
that item no longer has a market 
price and is no longer displayed 
and sold on the store shelves of the 
many independent merchants. 
Nothing is deader than a football 
that has been deflated. 

With Fair Trade out of the pic- 
ture, only selective distribution 
and some restraint on selfishness 
will maintain an orderly market. 
We apparently may have to live 
with the ills of over-production un- 
til some time in the 1960's. The 
sales policy you manufacturers 
make and follow during these in- 
terim years can feasibly make you 
or break you. You may have to pay 
a price for that policy, but it should 
be made and lived with, for the 
sake of the long pull rather than 
the quick dollar. 

e 


Wholesaler’s 


Future Role 


By C. C. Mendler 


Sunbeam Corp. 
Chicago, Hil. 


THE VARIOUS lines of housewares 
account for a major share of annual 
volume for the average hardware 
wholesaler. At the retail level port- 
able appliances constitute a billion 
dollar business that will continue 
to expand as the benefits of elec- 
tricity are made available to more 

(Continued on page 52) 
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CATALOGS & BULLETINS 


Fishing Tackle. An indexed, easy- 
to-read catalog provides full descrip- 
tive data on each item in the com- 
pany’s 1959 line of fishing tackle. The 
line brings together a complete range 
of fresh water and salt water rods and 
reels, plus related sporting goods, 
under the True Temper, Ocean City, 
and Montague »rands. True Temper 
Corp., American Tackle Division, 1623 
Euclid Ave., Cleveland 15, Ohio. 

Write in No. B1 on card, Pg. 83 


Padlocks, Brass and Bronze Hard- 
ware. Available literature includes: 
6-page gate-fold catalog showing com- 
plete line. 4-page catalog of carded 
and blister-packed padlocks. Catalog 
pages on the following: SM17 padlock 
merchandiser, SM57 padlock mer- 
chandiser, 10 locks available in new 
See-Pack, #453 Scout combination 
padlock, #853 Minute Man combina- 
tion lock, #70 Sportsman padlock, 
#38 chain door fastener, SM60 and 
SM60% house number assortments, 
individually carded and skin-packed 
house numbers. The Slaymaker Lock 
Co., Lancaster, Pa. 

Write in No. B2 on card, Pg. 83 


Roofing, Plastic Pipe, Fasteners. 
Literature available includes the fol- 
lowing: Bolt and Nut Price Finder, 
form ADV-791 — an indexed price 
chart for quick reference; lists re- 
tail prices on the full line of fasten- 
ers; is printed in two colors and may 
be hung on the wall. Hex Head Cap 
Screw, form ADV-678—a 4-page fold- 
er describing the screws. ADV-788— 
envelope enclosure on Republic Blue 
Ridge Steel Roofing; ADV-919—en- 
velope enclosure illustrating how to 
apply the roofing. ADV- 953—4-page 
folder designed for mailing; describes 
Republic Ternes for roofing and 
weather-sealing. ADV-711 — Catalog 
sheet describing Semi-Rigid Kralastic 
Plastic Pipe with suggested applica- 
tions. ADV-712 — catalog sheet de- 
scribing FE Plastic Pipe for farm and 
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home. ADV-784A—catalog sheet de- 
scribing use of Republic Plastic Pipe 
with submersible pumps in both 
shallow and deep wells. ADV-710— 
6-page gate-fold folder giving com- 
plete details of installing a do-it- 
yourself lawn sprinkler system with 
Plastic Pipe. Republic Steel Corp., 
1441 Republic Bldg., Cleveland 1, 
Ohio. 
Write in No, B3 on card, Pg. 83 


Steel Sandpaper. A new all-steel 
sandpaper, Dragon-Skin, is described 
and illustrated in a two-color catalog 
sheet now available. Photographs and 
line drawings explain how Dragon- 
Skin sands, rasps and shapes woods, 
plastics and soft metals. Text mate- 
rial further describes Dragon-Skin’s 
ability and offers display ideas. Red 
Devil Tools, Box 355, Union, N. J. 

Write in No, B4 on card, Pg. 83 


Hunting Clothes. The 1958 Cumber- 
land Hunting Clothes folder con- 
tains illustrations in full color of the 
entire Cumberland line including 
coats, shell and game vests, deer hunt- 
ing vests, shooter’s vests, game bags, 
shooter’s sweaters, pants, and caps. 
It is printed on 11” x 11” stock with 
a 3%” left margin and is designed to 
act as a jobber catalog sheet plus a 
general circular for dealers and con- 
sumers. The catalog contains suggest- 
ed list prices for the first time. The 
American Pad & Textile Co., So. 
Washington St., Greenfield, Ohio. 

Write in No. B5 on card, Pg. 83 


Housewares. A full-line master cat- 
alog of housewares products illus- 
trates and lists each item of merchan- 
dise by order number, sizes, stand- 
ard shipping carton, weight per car- 
ton, and retail price per item. Cov- 
er and interior contents are al] in 
full color. The publication is intend- 
ed for dealer use, while shorter ver- 
sions of the catalog which describe 


Available free to readers. Write in the numbers 
of items wanted on the return post card, page 83 


Rubbermaid merchandise in terms of 
end use, colors, and sizes are offered 
for consumer distribution. Rubber- 
maid, Inc., Wooster, Ohio. 

Write in No. B6 on card, Pg. 83 


Horse Drawn Implements. The 
King line of horse drawn implements 
is contained in its catalog Price List 
No. 757. The implements are illus- 
trated. The catalog also contains sev- 
eral pages of price listings and dia- 
grams of repair parts. King Plow Co., 
Atlanta, Ga. 

Write in No. B7 on card, Pg. 83 


Industrial Knives. A 52 - page 
pocket-size Handbook illustrating a 
thousand industrial hand and ma- 
chine knives, craftsmen knives and 
fix-up and paint-up tools is offered. 
The Handbook illustrates knives that 
are used to cut rubber, plastic, leath- 
er, and many other materials. Hyde 
Manufacturing Co., Department “H”’, 
Southbridge, Mass. 

Write in No. B8 on card, Pg. 83 


Baseboard Heaters. Descriptive 
literature is available on the com- 
pany’s line ef Portable and Standard 
Electric Hot Water Baseboard Heat- 
ers. International Oil Burner Co., 
Electric Heating Division, 3800 Park 
Ave., St. Louis 10, Mo. 

Write in No. BS on card, Pg. 83 


Fishing Reels. A colorful, illus- 
trated 36-page catalog containing de- 
scriptions of Penn’s 84 models of 
reels is available to dealers upon re- 
quest. Catalog No. 21 includes the 
“Sea Hawk” No. 77 and #349 Master 
Mariner. It is filled with articles on 
various phases of fishing, tips on reel 
care and descriptions of reel con- 
struction and assembly. The catalog 
lists Penn’s prize catches, and also 
includes several pages on Penn's reel 
parts and accessories. Penn Fishing 
Tackle Manufacturing Co., 3028 W. 

(Continued on page 50) 
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MR. FENCE DEALER: 


Do you risk 

your reputation 
with fence that 
isn't guaranteed ? 


Every time you sell a roll of fence or barbed wire that is not guaranteed by 
its maker, you are selling a bit of your reputation with it. 


American manufacturers of “‘brand name’”’ products have enormous capi- 
tal invested in the names themselves, and they usually protect the users 
of such products by guarantees. If such a product proves unsatisfactory, 
the manufacturer is willing, even anxious, to stand behind his guarantee 
and replace the product in order to preserve the value of his brand name. 
And in protecting his own good name, he is equally protecting his 


dealer’s reputation. 


USS American Fence and Barbed Wire have been winning customers for 
southern dealers for several generations. Dealers who sell them are 
building . . . not hurting . . . their reputations. 


Tennessee Coal & Iron Division, United States Steel Corporation, 


Fairfield, Alabama. USS and American are registered trademarks 


Tennessee Coal & Iron 
Division of 
United States Steel 
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CATALOGS & BULLETINS 


Hunting Park Ave., Philadelphia 32, 
Pa. 
Write in No. B10 on card, Pg. 83 


Plastic Housewares. A _ full-color 
brochure shows with large, attractive 
illustrations how to display, sell, and 
advertise plastic housewares to ob- 
tain greater turnover per year. It ex- 
plains how to increase the average 
sale 2% times by selling matching 
sets and gives valuable sales tips de- 
veloped by hardware dealers through- 
out the country. The Plas-Tex Corp., 
2525 Military Ave., Los Angeles 64, 
Calif. 

Write in No. B11 on card, Pg. 83 


Sportsmen’s Lights. Fishermen’s 
lanterns, searchlights, flasher lant- 
erns, headlights, and various cap and 
hand lamps are illustrated and de- 
scribed in an available catalog. The 
small catalog of sporting goods items 
has been prepared for retailers and 
lists both retail selling prices and the 
retailer’s cost. Justrite Manufacturing 
Co., 2061 North Southport Ave., Chi- 
cago 14, Ill. 

Write in No. B12 on card, Pg. 83 


Flexible Store Fixtures. The Chal- 
lenger line of 1958 steel and wood 
store fixtures is profusely illustrated 
in a 52-page catalog. Portions of the 
catalog are in full color and several 
pages depict these completely flex- 
ible fixtures fully merchandised in 
stores. M & D Store Fixtures, Inc., 
Chicago 3, Il. 

Write in No. B13 on card, Pg. 83 


Mowers and Tillers. Complete liter- 
ature covering the following Mid- 
land lines is available: rotary mow- 
ers—2%4, 24%, 2% hp; rotary tiller— 
2% hp with end-drive; super rotary 
tiller mower—3.6 hp; 7 hp Midland 
Bull Pup (riding tractor mounting 
mower and tiller); Town and Country 
4 hp riding rotary mower; and 4 and 
7 hp tiller-tractors. The Midland Co., 
South Milwaukee, Wis. 

Write in No. B14 on card, Pg. 83 


Galvanized Ware. The complete 
line of hand-dipped galvanized ware 
for home, farm, industrial, and in- 
stitutional use is described in a 20- 
page bulletin entitled “Wheeling 
Hand Dipped Ware.” Capacities, di- 
mensions, and shipping weights for 
each of the items are included; items 
include pails, buckets, rubbish burn- 
ers, coal hods, etc. Wheeling Corru- 
gating Co., Wheeling, W. Va. 

Write in No, B15 on card, Pg. 83 


Tools and Machines. More than 150 
hand tools and electric machines are 
described in a catalog now being of- 
fered as Number 23 in the Red Devil 
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Library. Included in the 8% x 11 
inch, 80-page, two-color catalog are 
tools for painters, glaziers, and wood- 
workers. Also described are the com- 
pany’s lines of floor and paint condi- 
tioning machines including the FP- 
33 twin brush floor polisher and the 
number 30 paint conditioner. Descrip- 
tions and photos of several tools re- 
cently added to the firm’s line are 
included, as well as photos of avail- 
able merchandising aids, and illus- 
trated hints on the use of many of 
the tools. Red Devil Tools, Box 355, 
Union, N. J. 
Write in No. B16 on card, Pg. 83 


Fishing Tackle. Pflueger’s 1958 
catalog includes all of the company’s 
latest fishing tackle. Top items among 
the new merchandise are the “88” en- 
closed spinning reel and a complete 
new line of 39 glass fishing rods. The 
Enterprise Manufacturing Co., 110 N. 
Union St., Akron 9, Ohio. 

Write in No. B17 on card, Pg. 83 


Power Tools. The following cata- 
logs describing and illustrating the 
company’s complete line of tools are 
available upon request: ET 157, Port- 
able Electric Tools; CS 157, Chain 
Saws; AT 1457, Air Tools; and CI 
1657, Contractor and Industrial Tools. 
Mall Tool Co., Division of Remington 
Arms Co., Inc., Bridgeport 2, Conn. 

Write in No. B18 on card, Pg. 83 


Marine Wear. Nauti-Togs, a line of 
marine casual wear by Tapatco, are 
described and illustrated in a four- 
page folder offered by the company. 
There are 32 products for men and 
women boating enthusiasts in nauti- 
cal colors of red, white, blue, and 
navy. The American Pad & Textile 
Co., Washington St., Greenfield, Ohio. 

Write in No. B19 on card, Pg. 83 


Store Displays. Each type of dis- 
play item from ticket holders to com- 
plete display units is fully illustrated 
and described in a catalog which con- 
tains much information on display 
assembly and modern store engineer- 
ing. Reeve Co., 9249 East Bermudez 
St., Rivera, Calif. 

Write in No. B20 on card, Pg. 83 


Nails Data. A pocket-size hand- 
book containing factual information 
and specifications for Stormguard 
nails is available. The handbook is 
printed in two colors with illustra- 
tions and reference data. A two-page 
chart gives specific data on the sizes 
and quantity of nails to use for vari- 
ous types of roofing, siding and trim 
as recommended by leading trade as- 
sociations. Manufactured in 85 dif- 
ferent styles and sizes, the Storm- 
guard nails are rendered rust-resist- 


(Continued from page 48) 


ant by a special double-dipping in 
molten zinc. W. H. Maze Co., 400 
Church Blvd., Peru, I. 

Write in No, B21 on card, Pg. 83 


Garden Chemicals. “How to Make 
More Profits on Garden Chemicals” 
is the theme of a 16-page sales bro- 
chure. It contains suggestions for in- 
creasing sales of spray materials and 
describes and illustrates the impor- 
tant features of Hayes garden hose 
sprayers. Hayes Spray Gun Co., 98 
N. San Gabriel Blvd., Pasadena 8, 
Calif. 

Write in No, B22 on card, Pg. 83 


Excello Mowers. Catalog pages fea- 
turing the 1958 Excello line of power 
mowers are available. The pages are 
in color and contain detailed speci- 
fications and illustrations. Heineke & 
Co., Springfield, I. 

Write in No. B23 on card, Pg. 83 


Building Materials. Entitled “Rey- 
nolds Aluminum Supply Co, Fact 
Folders,” the company is offer- 
ing a series of 19 file folders de- 
signed for every dealer’s filing cab- 
inet. The folders provide a handy 
reference library on major building 
material lines, such as aluminum 
roofing and siding, asphalt products, 
farm and industrial gates, insulation, 
nails, etc. To keep the folders current, 
latest product information will be 
mailed by the company to those deal- 
ers using the prepared product refer- 
ence library. Reynolds Aluminum 
Supply Co., P. O. Box 1367, Atlanta 
1, Ga. 

Write in No. B24 on card, Pg. 83 


Fishing Tackle. A complete printed 
and photographic description of 
American Tackle products, including 
161 rods, 62 reels, all types of fishing 
line, tackle box, extensive list of Al 
Foss lures and artificial baits, as well 
as True Temper belt axes and ice 
chisels, is contained in the company’s 
1958 catalog. Merchandising and dis- 
tribution policies are printed inside 
the front cover. American Tackle and 
Equipment Co., A and Somerset Sts. 
Philadelphia 34, Pa. 

Write in No. B25 on card, Pg. 83 


Decorative Hardware, Full color, 
20-page No. 214 catalog illustrates full 
line of matched pulls, knobs, hinges, 
and catches by Amerock. Cabinet 
hardware for use in every room in the 
house is shown and _ described. 
Amerock Corp., Rockford, Il. 

Write in No. B26 on card, Pg. 83 


Plastic Pipe. A 4-page illustrated 
folder is offered which describes the 
wide variety of uses of three types of 

(Continued on page 52) 
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DVANC 
SHOWIN 


of a new era in 
file merchandising 


Here is an advance glimpse for you of a 
new conception in file merchandising— 
popular files in various shapes and sizes, 
“skin packed” and mounted on attractive 
display cards, and fitted with the first 
new development in file handles since 
files were first made 


This new development is “just around 
the corner.” As soon as small refine- 
ments which might be indicated by mar- 
ket tests now being conducted in key 
areas are completed, you will be offer- 
ed these files by your wholesaler. In- 
deed, the project is so near completion 
that we can safely say the merchandise 
will be ready sometime early next year. 


Meanwhile, if you see some of these 
displays in hardware retail stores, 
you will know they are there now for 
market testing only—to assure you that 
the final “package” and prices will be 
smash hits in sales and profits 


NICHOLSON FILE COMPANY 


Guaranteed 


th 


Precision 
Made from 
Finest 
Quality 
Forged 
Steel 


USES 
To Sharpen: 
Circular Saws 
(itchen Knives 
Pocket Knives 
Garden Hoes 

Axes 
Grass Shears 
Nood Finishing 
Crosscut Saws 

ice Picks 


infeed 


Precision 
Made from 
Finest 
Quality 
Forged 
Steel 


USES 
To Sharpen 
Circular Saws 
Kitchen Knives 
Pocket Knives 
Garden Hoes 

Axes 
Grass Shears 
Wood Finishing 
Crosscut Saws 


Black Diamond Files [puack piamonn Beene CAMO 


A file for every purpose 


SOUTHERN HARDWARE for November, 1958 For more information use Handy Return Card, Page 83 





Mendiler 
(Continued from page 47) 


and more people. 

The wholesaler can increase his 
share of this market through ag- 
gressive promotion and sales of the 
many new products that are con- 
stantly being introduced. 

Generally, the hardware distrib- 
utor has weathered the worst of 
the problems that hit the portable 
appliance industry which, today, is 
on the threshold of its greatest 
business period. 


It is true that there has been 
dealer shrinkage in the face of 
severe competition from discount 
houses and other price-cutting out- 
lets. But those who have competed 
actively through good salesman- 
ship, service, and constant promo- 
tion have held their share of this 
business and presently are in good 
position to capture even greater 
volume. 

But distributors and their sales- 
men must become aggressive op- 
timists. Both must sell the dealer 
on holding to these lines. They 
must show the retailer how te raise 





DISPLAY xe 


PROFITS 
Walk In! 





\\ 


For there’s an attractive, stable market for Gold Medal Cot- 
ton, Continuous Filament Nylon, and Nyak Seine Twines. 
They are famous among fishermen for everything they want 
in a seine twine: great strength, uniformity, easy workabil- 
ity. Attractive packaging for effective display... Nyak and 
Nylon twines in individual polyethylene bags. 


COMING UP FAST! 


NYAK Seine Twine offers all the big advan- 
tages of Nylon at a saving. 


Order From Your Jobber 


=> THE LINEN THREAD CO., INC. 


418 GRAND STREET @ PATERSON 12, N. J. 


New York « 
Boston « 


Chicago . 


St.lLovis + Baltimore e 


San Francisco 
Gloucester 


Mokers of Quality Twines Since 1784 


For more information use Handy Return Card, Page 83 





his margins and must help the 
dealer frame successful promo- 
tions. 

° 


Catalogs & Bulletins 


(Continued from page 50) 


semi-rigid and rigid plastic pipe. The 
types featured are Kralastic. Buty- 
rate, and PVC (polyvinyl! chloride). 
Southwestern Plastic Pipe Co., Box 
117, Mineral Wells, Texas. 

Write in No. B27 on card, Pg. 83 


Hobby Tools. A catalog is available 
which illustrates and describes the 
Grifhold line of precision built tools 
for hobbies, graphic arts, offices, and 
crafts. The Griffin Manufacturing Co., 
191 Lyndhurst St., Rochester 5, N. Y. 

Write in No. B28 on card, Pg. 83 


Drapery Hardware. Simplicity of 
illustration and ease of usage, com- 
pleteness of product lines and acces- 
sories help to make the company’s 
eatalog a practical reference on drap- 
ery hardware items. The Stanley 
Works, 111 Elm St., New Britain, 
Conn. 

Write in No, B29 on card, Pg. 83 


Bats and Golf Clubs. Nomina! 
quantities of a full-color catalog 
which describes in detail the com- 
pany’s line of baseball, softball, and 
Little League bats are offered to 
dealers. Also available is a four-page 
catalog showing the company’s entire 
golf club line. All woods, irons, put- 
ters, and auxiliary elubs are shown 
in their actual colors and are de- 
seribed briefly. Hillerich & Bradsby 

., Inc., 434 Finzer St., Louisville 2, 


Industrial Washers. A complete list- 
ing of Joliet washers — dimensions, 
prices, finishes—is contained in a 16- 
page catalog along with pages of use- 
ful weight and diameter tables, gauge 
tables, and decimal equivalent tables. 
In green and black and three-hole 
punehed for easy filing, the catalog 
illustrates photographically many of 
the standard and special washers 
available. Sections list size and thick- 
ness tables for the various washers 
plus expansion plugs, caster shims 
and machinery bushings. Carton and 
keg sizes are shown in a séction de- 
voted to shipping weights and gen- 
eral terms of shipment. Joliet 
Wrought Washer, Joliet, Il. 

Write in No. B31 on card, Pg. 83 


Spin-Fishing. The 1958 edition of 
the Airex annual! spin-fishing booklet 
features a brand new story by Jon 
Gnagy, who reports on the new sport 
—spin fishing under water. Contain- 
ing 24 pages, the booklet includes a 
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VAKE BIGGER PROFITS 
IN PAINT SUNDRIES 


coy 


bt feolet am @]-> 4-11 im ad gele illest 


' 


SELF-SERVICE 
MERCHANDISER! 


This complete Dexall depart 
ment requires only four square 
feet of floor space. Will build 
sales and profits fast. ..in 
your store. Write now for details. 


YOU SAVE MONEY...YOU SAVE TIME...WITH DEXALL 


A single nearby source keeps your low inventory requirements at 
peak efficiency. Place one order. . . save on freight costs! 


DESHLER PRODUCTS CO., Deshier, Ohio 


distributed by The Sherwin-Williams Co., Cleveland 
Acme Quality Paints, inc., Detroit + John Lucas & Co., Inc., Philadelphia 
W. W. Lawrence & Co., Pittsburgh * The Martin-Senour Co., Chicago 
The Lowe Bros. Co., Dayton + Rogers Paint Products, inc., Detroit 
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complete list of the latest NSFA world 
spin fishing records, many useful 
facts about fresh and salt water spin- 
ning, as well as a complete descrip- 
tion of the 1958 Airex line, with many 
of the reels shown in full color. Deal- 
ers may obtain free copies for dis- 
tribution to their customers. Airex 
Corp., 411 Fourth Ave., New York 16, 
N. Y. 
Write in No. B32 on card, Pg. 83 


Repair Handles. A chart which de- 
termines the correct repair handle for 
a specific too] and the tools fitted by 
a specific handle is available. It cov- 
ers more than 95 percent of dealer’s 
ash repair handle requirements for 
garden, lawn and farm tools, shovels 
spades and scoops, post hole digger 
and snow tools. The chart lists orig- 
inal handle and suggests alternates, 
and comprises both True Temper and 
Briar Edge grades. True Temper 
Corp., 1623 Euclid Ave., Cleveland 
15, Ohio. 

Write in No. B33 on card, Pg. 83 


Measuring Tapes. A catalog de- 
scribing and illustrating the firm’s 
complete line of measuring tapes and 
related products, including new 
Power-Tapes with controlled speed 
blade return, is available on request. 
Description of its Thin-Tape, the first 
tape with a 4%” blade having an in- 
side-outside measuring case, also is 


included. Evans Rule Co., 400-16 
Trumbull St., Elizabeth, N. J. 


Write in No. B34 on card, Pg. 83 


Edged Tools. Colorful catalog pages 
which present the company’s line of 
garden tools, axes, hammers, and 
hatchets are available. Illustrations 
show the tools in use while descrip- 
tive information further gives the 
sales story. Mann Edge Tool Co., 
Lewistown, Pa. 

Write in No, B35 on card, Pg. 83 


Industrial Doors. A 12-page Indus- 
trial Door Catalog No. A-97 features 
comprehensive technical data and il- 
lustrations on the R-W “SupeR-Way” 
steel frame doors; industria] channel 
frame door; galvanized sheet steel 
covered doors; corrugated sheet met- 
al doors; “Sta-Rite” wood doors; 
steel plate doors; vertical lift doors, 
and craneway doors. Specification 
and installation data, application 
photographs, and a section on the 
automatic electric door operators are 
included in the catalog also. Indus- 
trial Door Division, Richards-Wilcox 
Manufacturing Co., 217 Third St., 
Aurora, Il. 

Write in No. B36 on card, Pg. 83 


Display Attachments. A _ colorful 
catalog featuring Vizuclips, display 
attachments for perforated panels, is 
available. The catalog shows a com- 


plete selection of Vizuclips for dis- 
playing all types of merchandise on 
either 4” or 4%” panels. Easy to at- 
tach and trim, Vizuclips will not 
chew or cut the panels. Many items 
are offered in a new economy finish 
called Darlite. Catalog number is 
400A. L. A. Darling Co., Bronson, 
Mich. 
Write in No. B37 on card, Pg. 83 


Hose and Sprinklers. Colorful cat- 
alog sheets covering the 1958 line of 
reinforced and non-reinforced garden 
hose are available. The catalog sheet 
describing the Flexible Sprinkler 
gives a complete- description of the 
new reel on which the sprinkler is 
packed. Identification: Catalog #7- 
1657 and #7-1557. Supplex Co., Di- 
vision of Amerace Corp., 225 North 
Ave., Garwood, N. J. 

Write in No. B38 on card, Pg. 83 


Garden Hose. Catalog sheets give 
full information on Biltrite viny!] and 
rubber Garden Hose, as well as Bilt- 
rite Triple-Tube Flexible Sprinklers. 
The sheets are in full color and well 
illustrated. American Biltrite Rubber 
~o., P. O. Box 1071, Boston 3, Mass 

Write in No. B39 on card, Pg. 83 


Screwdriver Roll Kit. A catalog 
page is available in black and white 
which describes and illustrates the 





HEX MESH|. 


NETTING 


®@ galvanized after weaving 


@ furnished in wire sizes ranging from 


14 through 20 gage 


available in all standard meshes and 


heights from 12” through 72” 


@ tight, even twists and strong selvages 
make nettings durable, pliable, easy 


to use 


DART GAMES AND 
DARTS 


Outstanding gift box 
Imported English 
tournament dart- 
boards, double-sided 
with solid brass darts 
18” Dart Game with six 
5” darts (model D-0T) 
$5.95 retail 
OTHER ITEMS, SAME 
SUPERIOR QUALITY: 


‘3 clues to more customers! 


FIREBALL Y-8 
SLINGSHOT 

$2.95 retail / complete 
model F-Y¥8. Semi-auto 
matic with push-button 
loading and dispen 
sing. Outstanding gift 
box complete with 
sight, extra sling and 
pouch unit, indoor and 
outdoor shot, bulls 
eyes and animal tar 


AIR PISTOL 
$6.95 retail / complete 
mode! MP. The weight 
and took of a real .45 
all metal construc 
tion. Accurate and 
guaranteed Gift 
boxed complete with 
BB's, Darts, Pellets 
and Targets. Shoots ali 
three! 


12” Dart Game with six 
4” darts (model D-IR) 
$3.95 retail 

18” Dartboard (model 
0-18) $3.95 retail 

Set of three 5” darts 
(Cat. #D-5) 95¢ retail 
Set of three 4” darts 
(Cat. #D-4) 75¢ retail 


@ ideally suited for use as poultry netting, 
baseball backstops, crab traps, tennis 
courts, animal pens and other do-it- 
yourself applications 
For complete details and prompt delivery, 
contact the CFal sales office nearest you. 


CFceI-WICKWIRE 


HARDWARE PRODUCTS 
THE COLORADO FUEL AND IRON CORPORATION ass 


FUEL AND IRON a ee * Amarillo + 
Sunes. Soke * Butte + Denver + El Paso * Ft. Worth + Houston * Lincoln * Los Angeles 
Oakland + Oklahoma City + Phoenix Portiend « Pueblo > Salt eke y- 4 Son Francisco 
Son Leandro + Seattle > Spokane + Wichita > WICKWIRE SPENCER STEEL DIVISION— 
Atlanta + Boston + Buffalo» Chicago * Detroit > New Orleans * New York * Philadelphia 


[2 


WE PAY THE FREIGHT 


WITH MAXIMUM TERMS AND DISCOUNTS 


MARKSMAN PRODUCTS 
MORTON H. HARRIS, INC. 


LOS ANGELES 25, CALIFORNIA 
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CRESCENT “=| OPEN END 
AND BOX WRENCHES 


<p 


SOLD SINGLY 
OR IN SETS 


Seven kit assortments 
available in convenient 


Crescent Open End and Box Wrenches are drop- rolls—four in handy 
forged from special analysis alloy steel, precision cen he ee 
machined to insure accurate opening sizes, and pat lection of proper wrench 
handsomely finished in chromium plate. These _ = 

fine wrenches provide world famous Crescent 

quality at popular prices. Open End Wrenches are 

available in 13 sizes from 1/4”—5/16" to 1-1/8"— 

1-1/4"; Combination Wrenches in 14 sizes from 

3/8” to 1-1/4"; and Double Offset Box Wrenches 

in 9 sizes from 3/8“—7/16" to 7/8” —1-1/16". 


Order from your jobber. 


Crescent is ovr trade-mark, registered in the United Stotes and obrood, for wrenches and other tools Sold by leading distributors ond retoilers everywhere ond mode only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YORK 
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TK-5 Hold-E-Zee Serewdriver Roll 
Kit. The RT-52 Roll Kit, a special 
electronics kit, is deseribed on the 
page also. Both kits contain five 
screwdrivers. Upson Bros., Inc., Ro- 
chester 14, N. Y. 

Write in No, B40 on card, Pg. 83 


Hardware Assortments. Illustrated 
catalog-price list eirculars, featuring 
“Select-A-Pak” hardware assort- 
ments, are available. Each assort- 
ment, made up of cabinet hardware, 
forged iron hardware or shelf hard- 
ware items, is described on a sep- 
arate sheet. Also included are illus- 
trations and information on the free 


“Select-A-Pak” display boards, pan- 
els and layouts pertaining to the spe- 
cific assortment. Space is allowed for 
wholesaler imprint. Circulars are 8% 
x 11 inches in size and printed in two 
colors. They may be used with 
“Select-A-Pak” Catalog No. 256 
which contains open stock hardware 
items. National Lock Co., Roekford, 
Tl. 
Write in No, B41 on card, Pg. 83 


Garden Mose. A 21-page, full-coler 
catalog — showing 15 garden hose 
styles, the lewn-soaker, and two lawn 
sprinkler styles — is available from 
the manufacturer. Swan Rubber Co., 





PICTURE OF A MAN CREATING STORE TRAFFIC 


Up goes the banner —and up with it go store traffic, sales and 
profits. This dealer's Clarke floor machine rental department 
brings in dozens of new customers twice, to rent and return equip- 


ment. 


Being a good retailer, he'll sell them something both times 


—and move a host of merchandise. Add the profit from these sales 
to his rental income and you see how easily he nets a handsome 
gain from his Clarke rental department. 

You can, too, just as easily. A Clarke rental department will make 
your store traffic jump. To these extra people, you can rent Clarke's 
complete line of floor care machines and sell a profitable amount 
of related items. Besides, Clarke gives you all the selling aids you 
need to merchandise your department and build your profits. 


Write for details. 


Clarke SANDING MACHINE COMPANY 


E. Clay Avenue, Muskegon, Michigan 


Authorized Sales Representatives and Service Branches in Principal Cities 
In Canada: Clarke Sanding Machine Co. (Can.) Lid., 21 Advance Rd., Toronto 18, Ont. 


Floor Polisher 


For more information use Handy Return Card, Page 83 


Floor Sander Wet-Dry Vacuum Cleaner 


Fleer Edger Rug Shampoo Machine 





Bucyrus, Ohio. 
Write in No. B42 on card, Pg. 83 


Camping Furniture. An illustrated, 
fully descriptive catalog of the com- 
pany’s complete line of folding cots, 
camp stools, and other eanvas-cov- 
ered furniture items is available on 
request. Tucker Duck & Rubber Co., 
Fort Smith, Ark. 

Write in No. B43 on card, Pg. 83 


Fishing Guides. Five pamphlets, 
each covering a different fishing 
technique, are available te dealers 
for customer - merchandising and 
hand-out purposes. The booklets are 
on bait easting, fly, spinning, salt 
water, and “push-button” fishing. Be- 
sides a colorful job of illustrating and 
describing tackle for all these differ- 
ent types of fishing, authoritative in- 
formation is given on recommended 
reel-rod-line assemblies and how and 
what tackle might best be used under 
certain angling circumstances. Ex- 
perts, two of whom are World 
Champion Caster Ben Hardesty and 
“Gadabout” Gaddis, well known fly 
fisherman, have helped author the 
booklets. The Shakespeare Co., Kala- 
mazoo, Mich. 

Write in No. B44 on card, Pg. 83 


Outdoor Products. Copies of the 
Tapatco Outdoors folder, along with 
compiete price information, are avail- 
able te dealers. The folder illustrates 
and describes 16 sleeping bag styles, 
air mattresses, tents, and toboggan 
cushions. The American Pad & Tex- 
tile Co., So. Washington St., Green- 
field, Ohio. 

Write in No. B45 on card, Pg. 83 


Water Pumps. Available to dealers 
is a consolidated 40-page catalog 
showing the complete Rapidayton 
line, ineluding 2 - and 3-wire sub- 
mersible pumps Gor wells 0 to 500 
feet); shallow and deep well jet 
pumps; and shallow and deep well 
reciprocating pumps. Also manual 
and automatic water softeners and 
upright and submersibie cellar drain- 
ers. The Tait Manufacturing Co., 500 
Webster St., Dayton 1, Ohio. 

Write in No. B46 on card, Pg. 83 


Foot Valves. Bulletin 203, a com- 
plete outline of the company’s foot 
valves, with recommended uses, is 
furnished on request. Strataflo Prod- 
ucts, Inc., Fort Wayne, Ind. 

Write in No. B47 on card, Pg. 83 


Electric Trains. A catalog is avail- 
able which gives full information and 
illustrates the company’s line of train 
eutfits and accessories. The Lionel 

15 East 26 St., New York 10, 


Write in No. B48 on cand, Pg. 83 


Plastic Housewares. The Spring 
1958 edition of the Lustro-Ware Cata- 
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ain a te il 


ROTG-EDGER 


ROTARY LAWN SHEARS 


No. 30 HAS ALL THE FEATURES... 


Deluxe Fast repeating blade action based on rotary shearing principle. . . 
With Exclusive Self Sharpening . . . Adjustable blade tension. Works right, left hand, 
Three-Position forward or back... Easy disassembly and parts replacement. . . Light, 

Shear Blade Sturdy, Economical ... Top grade material . . . 48-inch hardwood handle 
... Rubber tires for traction 


No. 20 No. 10 
Universal Standard 


FASTER, EASIER 
GRASS TRIMMING 
AND EDGING 


The Ames Roto-Edger trims and 

finishes edges lawn mowers 
can't touch. There's no stoop 
ing, kneeling, bockaches or 
blisters. Every movement 
counts with the Ames Roto 
Edger's rapid, efficient 
blade action 


ry 


/ ly 
©. AMES CQ. rsicissurc.wva 
Ames also manufactures the famous line of Ames Maid metal household 
furniture and Ames Aire casual furniture 





~~ 
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U-BRAND 


DIELECTRIC UNIONS 


Rugged, tough nylon is 
used in the new U-Brand 
Dielectric Fittings which 
eliminates the usual ineffi- 
cient gaskets. U-Brand di- 
electrics are designed to 
form a tight well insulated 
union that will withstand 
high temperatures and will 
also hold up under high 
pressures. The exclusive 
U-Brand design incorpo- 
rates savings for you. 


g~ 
aod 


Independent lab- 
Oratory tests 
show that U- 
Brand dielectric 
fittings have a re- 
sistance against 
electrical current 
7 times higher 
than other brands 
tested. 





U-Brand dielectric fittings include copper sweat 
unions, galvanized unions, couplings, reducer coup- 
lings, and nylon bushings. All are available in pop- 


THE UNION MALLEABLE 


ular sizes. 


A single 


TAPERLOK 
WELL SEAL 


The most effective well seal yet devised. 
The simplicity of the construction makes 
installations a “breeze.” Made of high 
density polyethelene and zinc plated steel. 
Adapts for shallow well, deep well, and 
submersibles. We invite cost comparisons. 
The engineering and ingenuity of Union 
Malleable makes this patented item avail- 
able at a savings to you. 


MANUFACTURING COMPANY 


ASHLAND, OHIO 


e for all your pipe fitting needs. 


Galvanized and Black U-Cote Malleable Iron 


Pipe Fittings—Unions—Plugs and Bushings—Cast Iron Drainage and Screwed Fittings— 
Steel Nipples and Couplings—Metal Insert Fittings for Plastic Pipe. 
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log of over 200 guaranteed plastic 
housewares is available. Fifteen new 
products have been included and 
among these are a 14 qt. refrigerator 
crisper, a 12 qt. modern oval pail, an 
8 gal. Refuse-Tainer, a rectangular 
laundry basket, and three sizes of 
boil-proof funnels. Also new is the 
Lustro-Ware Waste Basket Tree dis- 
play stand which holds a 46-piece as- 
sortment of popular sizes of polye- 
thylene waste baskets. Illustrated in 
color throughout, each product car- 
ries descriptive and specification 
copy, colors, etc. Columbus Plastic 
Products, Inc., 1625 West Mound St., 
Columbus 23, Ohio. 
Write in No. B49 on card, Pg. 83 


Fishing Rods. All 56 models in the 
Actionrod line are illustrated in full 
color in the 1958 catalog. Rod fea- 
tures are tabulated for quick, easy 
spotting. Other features are a cross- 
reference listing by price, color and 
type groups and rod recommendations 
for every type of fresh water fishing. 
Orchard Industries, Inc., Hastings, 
Mich. 

Write in No. B50 on card, Pg. 83 


Wood Bits. A 24-page wood-boring 
tool catalog, No. 53, is announced 
which provides factual selling and or- 
dering information at a glance. All 
Irwin wood bits, sp®cial packaging, 
and point-of-sale displays are shown 
and described. Recommended uses for 
each wood-boring tool, along with 
balanced stock recommendations, are 
included. Other features include spe- 
cial sections on the Adapter Shank 
wood bits, screw drivers, and factory 
scenes showing the manufacturing 
and testing methods employed by the 
company. The Irwin Auger Bit Co., 
Wilmington, Ohio. 

Write in No. B51 on card, Pg. 83 


Power Mower. The complete line of 
power mowers—from lightweight to 
heavy duty models with self-propul- 
sion and fingertip control and with 
full description of each model—is in- 
cluded in a catalog available from 
the manufacturer. Price lists accom- 
pany the catalog. Southland Mower 
Co., Selma, Ala. 

Write in No. B52 on card, Pg. 83 


Fishing Lures. Complete informa- 
tion on its lines of lures, accessories, 
and displays is covered in the com- 
pany’s 60-page illustrated catalog. 
Lures are classified according to 
types for easy reference, and infor- 
mation on patterns, weights, and 
packing is given for individual lures 
as well as for assortments. Marathon 
Bait Co., 840 Henrietta, Wausau, Wis. 

Write in No. B53 on card, Pg. 83 


Power Pumps. The company’s line 
of power pumps is described in com- 
plete detail in a catalog available to 
dealers. The various pumps, as well 


as the line of pump and well acces- 
sories, are illustrated fully, and in- 
formation as to correct pump equip- 
ment, water requirements, etc., is in- 
cluded. Special catalogs covering 
“Submerga” pumps, “CJ”, “SJ”, and 
“CJM” jet pumps, hand and windmill 
pumps and water conditioning equip- 
ment may be obtained also. Red 
Jacket Manufacturing Co., 1051 S. 
Rolff St., Davenport, Iowa. 
Write in No. B54 on card, Pg. 83 


Insecticide Sprayers. Descriptive 
literature which illustrates the com- 
pany’s garden hose-fitting insecticide 
sprayer, together with its other hose 
nozzles and sprinklers, will be 
furnished on request. Gilmour Manu- 
facturing Co., Somerset, Pa. 

Write in No. B55 on card, Pg. 83 


Fishing Equipment. All-new lines, 
designed to fit special angling situa- 
tions, are featured in the company’s 
colorful catalog. Among the items 
described are the Steelheader and 
Salmon Taper fly lines, color-metered 
Platyl monofilament, and the braided 
dacron Snag King. The Line Saver is 
on: of the many fishing aids and 
packaging innovations to be high- 
lighted; the device allows attachment 
of leaders and other terminal tackle 
without “knot loss.” Plastic vest 
pocket dispensers for closed-face-ree] 


spinning lines, and the plastic lure 
box for flies, bass bugs, spoons, plugs, 
and lures, are all fully illustrated and 
described. B. F. Gladding & Co., Inc., 
South Otselic, N. Y. 

Write in No. B56 on card, Pg. 83 


Pliers. A catalog containing infor 
mation on a wide assortment of 
pliers, hammers, and miscellaneous 
tools is available, along with a price 
list. The catalog is in color and illus- 
trates the different tools. Merchandis- 
ing helps and suggested assortments 
are described in detail. Champion 
DeArment Tool Co., Meadville, Pa. 

Write in No. B57 on card, Pg. 83 


AFTM to Hold 1959 Show, 
Boehm Announces 


THE 25-YEAR-OLD Associated 
Fishing Tackle Manufacturers 
definitely will stage its own tackle 
trade show again next year. This 
was the announcement from An- 
drew J. Boehm of Momence, IIL., 
president, after an executive com- 
mittee meeting which followed 
the group’s recent inaugural show 
at Chicago. 

Boehm will name a show com- 
mittee within the next two or 
three weeks, and the dates and 








TRADITION 


is part of 
every 
MANN axe! 


This handsome axe swings with 
authority . . . because it is rooted 
in the tradition of fine tool mak- 
ing. Made by fifth-generation 
craftsmen, in the patterns and 
finishes dictated by long tradition. 
Choose the “Colonial” brand — 
each one beveled for easy cutting 
that fails to pinch and bind — 
made in two double-bit patterns 
and four  single-bit 
Choose the right 
YOUR customers . 
4-'/, Ib. heads. 


patterns. 
weight for 
. « from 3 to 


Tradition has made Colonial a 
favorite with seasoned wood-cut- 
ters — because we believe there's 
NO FINER AXE MADE IN 


AMERICA! 


Send for our new catalog: 


MANN EDGE TOOL COMPANY 


Lewistown 2, Pennsylvania 


be 


yey 
ryt 


¢ 
4 


| 


“WESTERN” PATTERN 
double-bit Colonial 
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site of the 1959 exhibition will be 
= unced shortly thereafter, he 

John M. Holmes, AFTM secre- 
tary-treasurer, said the 945 buyers 
in attendance constituted an all- 
time record for a fishing tackle 
show. They came from 4] states, 
the District of Columbia, Alaska, 
and several foreign countries im- 
cluding Norway, Sweden, Switzer- 
land, Canada, and Mexico. 

7 


Shapleigh Launches 
Fall Sale Program 


SHAPLEIGH Hardware Co. an- 
nounces the launching of its 1958 
fall sale program, The Harvest 
Festival of Super Values. A com- 
plete merchandising and sales pro- 
motion kit, designed to build 
greater store traffic and sales vol- 
ume, is hew available to hard- 
ware dealers. 

A four-color, four-page direct 
mail newspaper piece, complete 
with dealer name, address, etc., is 
the main feature of the promotion. 
The mailer is printed in typical 
fall colors and over 150 items are 
illustrated, accompanied by de- 


scriptions emphasizing special sale 
values and prices. 

The complete promotion also in- 
cludes newspaper mats, radio 
scripts, and a 181-piece point-of- 
sale store display kit. The display 
kit includes window streamers and 
spots, pennants, valances, wire- 
hangers and price cards. 

Items included are home repair 
supplies, sporting goods, outdoor 
items, hardwareés, housewares and 
tools. Full details may be obtained 
by writing to the company at 900 
Spruce St., St. Louis 2, Mo. 





NEW 


Here’s How 

You Get: 

1. A suggested Stock of 5 
Popular Sizes that repre- 
sent 90% of Tarp Sales 

2. Low $ Investment 

3. 35% Increase 
Sales 


46 MAIL THIS 
‘ware’ COUPON TODAY 


Hoosier 
Torpaulin & Conves Goods Co., Inc. 
1302-10 W. Washington St. 
Indianapolis 6, Indiana 
Telephone; MElrose 2-9451 


in Tarp 
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A NEW SOURCE OF BUSINESS! «9% 


You can increase 
your sales volume 
and net profits with 


ce B 
Moosie = 


TARPAULIN SALES PROGRAM 
for WHOLESALE DISTRIBUTORS 


. 25% Net Profit 
. Fost Turn Over 
. Customer Satisfaction 


. Complete selling ond merchon- 


Guaranteed 


dising aids 








HOOSIER Torpaulin & Canvas 
Goods Co., Inc. 

P. ©. Box 574, Indienapolis 6, Ind. 
Pleose send me your New Terpaulins 
Seles Program for Wholescle Dis- 
tributors 


PP echenccumemen WR 
Firm Name.............. 
DiRccecentior Zone... Stote........ 











Kwikset Becomes Division 
Of American Hardware 


Kwikset Locss, Inc., of Ana- 
heim, Calif.. which became a sub- 
sidiary of The American Hardware 
Corp. in July of 1957, has now be- 
come a division of American Hard- 
ware, Evan J. Parker, president 
announced recently. Under the 
new corporate structure, the man- 
ufacturing company will be known 
as the Kwikset Division of Amer- 
ican Hardware. 


Linen Thread Names New 
Sales Vice-President 


JAMES K. BUCKWALTER recently 
joined The Linen Thread Co., Inc., 
as vice-president, sales, trans- 
ferring from manager of industrial 
sales of Stanley Works. Buck- 
walter previously was vice-presi- 
dent, sales, of The Wooster Rubber 
Co. 

Ted Dahlstrom is remaining as 
general sales manager. 


. 


PUBLISHER'S STATEMENT 


Of Southern Hardware, published menthly 
at Dalton, Ge., for November 1, 1958 
Before a Notary Public in and for the 
State ond Gout aforesaid, personally ap 
peared Charies 4 Smith, who, having been 
duly swern according to law. deposes and 
says that he fs the Business Manager of the 
Southern Hardware, and that the following 
is, to the best of bis knowledge and belief, « 
true statement of the ownership, manage 
ment, etc., of the aforesaid publication, for 
the date-showa im the above caption required 
by the Act of August 24, 1912, as amended 
by Aet of March 3, 1988, embodied in Sec 
tion 537, Postal Laws end lations, print 
ed on the reverse side of this form, to-wit 
1. the names and addresses of the 
publisher, editer and business manager are 
PubMeher, W. R. G. Smith Publishing Co 


Atieote, Ga. 

Editor, Ralph B. Kirby, Atlanta, Ga 

Busimess Manager, Cherles E. Smith, Atien 
ta, Ga. 

2. That the ewners are: W. R. OC. Smith 
Publishing Go. Atlanta, Ga.; Betate of W. R 
©. Smith, Atlanta, Ga.; W. J. Rooke, Atian 
ta, Ga.: O. A. Sharpless, Atlanta, Ga.; T. W 
McAllister, Windermere, Fia.; E. W. O' Brien 
Atisnta, Ga.; J. O. Cook, Atlanta, Ga.; R. P 
Smith, Atienta, Ga.; Mra. BE. L. Philpet, At 
lente, Ga.; A. F. Roberts, Atlanta, Ga.; 8. J 
Jones, Atlanta, Ga.; W. 0. Herbert, Atlanta 


Ga 
3. That the known bondholders, mortgs 
gees and other security holders, ewning or 
holding 1 pereent or more of total smoust 
ef bonds, mortgages, or any other security 
helders are: None 
4. Peregraphs 2 and 3 include, in cases 
where the stockholders or security holder ap 
pears upen the books of the company as 
trustee or in any other fiduciary relation, 
the name of the persen or corporation for 
whom such trustee ie acting; aleo the state 
ments in the two paragraphs show the af- 
fient’s full knowledge and belief as to the 
eiroumstances and conditions under which 
stockholders and security holders who do not 
appear upon the books of the company «+ 
trustees, ld stock and securities in a ca- 
pecity other than that of a bona fide owner 
OCHARLES E. SMITH 
Business Manager 
Sworn te and subscribed before me this 
18th day of September, 1958 
SEBA J. JONES, Notary Publfe 
My commission expires Pebruary 28, 1062 
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HANOIER 


than a PIPE WRENCH 


The new Diamond HL 112 Groove Joint 


plier gets in tight places where pipe 
wrenches can't be used. Tremendous grip- 
ping power can be obtained with one hand. 
Make this versatile tool one of your best 


sellers. 


Remember—When you sell Diamalloy, you 


are selling the best. 


“There is nothing finer than a Diamond” 


This new tool and other sizes 
of groove joint pliers are 
stocked by leading distributors. 


DIAMOND TOOL @nd//0/'00 7, 


£r 


OULUTM - MINNESOTA est i a 1908 TORONTO -CANADA 


ihe? is 


f a.” taal ven “I : 
t % He He 
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DEALER SALES AIDS 


For more information on these sales 


aids use the free post card on page 83 


“Hang-Up" Tack Boards 


A 3-way display rack featuring 
thumb tack boards with “hang-up” 
holes was released recently by Amer- 
ican Tack Co., New York City. The 
display can be used anywhere. It 
hangs on pegboard or wall, or may 
be placed upright on a counter. 


| 


The deal contains 15 dozen of the 
merchandise which is shipped pre- 
packed on the free display rack. The 
display is 13% x 18% x 4%, and is 
topped by a colorful 2-color metal 
sign. For more information— 

Write in No. Fl on card, Pg. 83 


Wall Display Units 


Wall display units may be easily 
constructed from round or square 
hole board panels mounted onto fur- 
ring strips, according to Reeve Co., 
9249 East Bermudez St., Pico Ri- 
vera, Calif. Shelves may be added 
as desired, adjustable at one-inch 
intervals. Garden tool display acces- 
sories fit snugly against backing wall 
as shown in the accompanying photo- 
graph, keep merchandise separated 
as well as allowing for easy removal. 


62 


A new Reeve catalog showing the 
company’s complete line of store dis- 
play equipment, from island display 
units to pricing systems, is available. 
For more information— 

Write in No. F2 on card, Pg. 83 


Nylon Twine Pack 


The Nylon Twine Handi-Tube 
Pak is now being offered in an at- 
tractive display box, according to 
Newton Line Co., Homer, N. Y. The 
display contains the best selling sizes 
and tests of 100-yard tubes each. 
It is packed with four tubes each of 
size 9, 12, 15; five tubes of size 18; 


and two tubes of size 24. 

Each tube is protected by a poly 
bag wrap which is plainly marked 
for size and test. The item has num- 
erous uses, including mason line, trot 
lines, fishing line, chaik, plumb, pull 
cord, picture cord, etc. For more in- 
formation— 

Write in No, F3 on card, Pg. 83 


Handi-Family Display 


Handi-calk with Stop-Flo, the no- 
mess, no-waste calking method, is 
the keynote of the new Handi-Family 
dealer displays and literature, The 
Gibson-Homans Co., Cleveland, Ohio, 
announces. 


Included in the dealer display 
package is a supply of consumer 
Home Calk Check Lists; colorful 
folders giving the home-owner the 
how, where, and why to calk; and 
a striking two color Handi-calk with 
Stop-Flo window banner. All the 
literature ties in with the new color 
and design of the complete line of 
of the Handi-Family products intro- 
duced by the company. For more in- 
formation— 

Write in No. F4 on card, Pg. 83 
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HERE'S THE DISPLAY THAT SELLS! Mr. Vaught and Mr. Swenson stand beside the 
sales-buliding Rubbermaid display in Mr. Vaught’'s busy Delwood Hardware Store. 


“I find that RMermad’ gives me regular 
monthly volume that I can depend on’’, ,_' 


John Vaught 


says Mr. John Vaught, owner of two of the most modern hardware stores in Austin, Texas. 

“Rubbermaid is in big demand by customers,”” Mr. Vaught continues, “‘and I stock all items 
and colors in both stores.” 

Mr. C. W. Swenson, Sales Manager for the Walter Tips Company, is Mr. Vaught’s jobber 
Here’s how Mr. Swenson underlines Mr. Vaught’s comments: “Rubbermaid is one of our top 
lines that the salesmen find a ready market for. The line is presold through the advertising that 
is done in the various ladies’ magazines, which the dealer realizes. The biggest comment I heat 


C. W. Swenson is that Rubbermaid sells twelve months out of the year.” 


Here’s why a Aebbermuaitl group display center will sell BIG for YOU! 


It’s loaded with colorful, related items... one item suggests another . impulse sales double and triple. Self-selling 


labels and pre-packaged items attract attention and add up to sales. And of course, with Rubbermaid your full-margin 


profits soar . . . ask your Rubbermaid jobber to help you set up a prominent display center, now. 


RUBBERMAID INC., WOOSTER, OHIO 
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Dog Chain Merchandiser 


A compact and colorful dog chain 
merchandiser and a 36-piece starter 
stock assortment of dog chains is 
made available by the Hodell Chain 
Co., East 40th & Cooper Ave., Cleve- 
land 3, Ohio. The display stand is 
made of quality bar steel stock and 
requires a floor space of only 15 by 
18 inches. 


wat 











The 36-piece starter stock includes 
a balanced assortment of dog leads, 
choke chain collars, and exerciser 
chains. Complete dealer’s cost for 
assortment and merchandiser is 
$24.05; dealer’s profit, $12.56. For 
more information— 

Write in No, F5 on card, Pg. 83 


Fishing Line Deal 


Ashaway Line & Twine Manufac- 
turing Co., Ashaway, R. I., announces 
a package deal on its “La Peche” 
registered line with extra features for 
both dealer and fisherman. 

A golden waterproof nylon line, “La 
Peche” is long-wearing, has less 
water pick-up, and is guaranteed by 
the manufacturer, the company 
states. Attached to each spool is a 


series of coupons, the first ef which 
is to be detached by the dealer, or 
his salesman, signed and returned to 
Ashaway each month for registering 
the sale. Ashaway will send 20 cents 
for each registration tab returned, a 
potential cash bonus of $4.80 per 
display. 

At the same time, each purchaser 
becomes eligible for cash prizes in 
the “La Peche” biggest-fish-of-the- 
month contest. A total of $300 in 
cash money is awarded each month, 
covering 60 species of fish. A num- 
bered entry blank with contest de- 
tails, accompanies every spool in the 
self-contained display unit. 

“La Peche” line is supplied in four 
tests — 12, 18, 27, and 36. For more 
information— 

Write in No. F6 on card, Pg. 83 


Starter Cords Display 


A merchandiser for displaying 
Puritan Starter Cords is announced 
by Puritan Cordage Mills, Louisville, 
Ky. It is given free to retailers with 
the purchase of a dozen Puritan Ny- 
lon Starter Cords. 





PRINTED HELPS 
and other sales aids for 1958 





Daisy Manufacturing Co., Dept. 
3837, Plymouth, Mich., has created a 
free dealer promotion package con- 
sisting of: a pyramid gun display 
(cowboy hat size) die-cut to hold any 
Daisy and card; a display card for 
the pyramid, and a newspaper adver- 
tising mat. For more information— 

Write in No. F8 on card, Pg. 83 


Plymouth Cordage Co., Plymouth, 
Mass., invites dealers to participate 
in its “Rope Tricks” promotion by 
offering a free “Rope Tricks” Mer- 
chandising Kit. The Kit contains 25 
copies each of illustrated folders on 
“How to Have Fun with Rope,” “How 
to Decorate with Rope,” and “How 
to Use Rope” designed for children, 
ladies, and men respectively, plus a 
wall or counter dispenser rack for 
displaying the folders. A _ large 
streamer and set of newspaper mats 
are also included. The kit is available 
with the order of one of Plymouth’s 
three rope merchandising units: The 
HandyPak which is a 13-coil unit, 
cellophane wrapped, that comes with 
a free display; the SalesRak which 
carries three popular sizes of rope on 
connected spools to sell in lengths up 
to 200 and 300 feet; and the Rope 
Department, which holds three of 
Plymouth’s 500’ or 1000’ Reddy-Meas- 


The merchandiser has two special 
pronged racks to hold the starter 
cords, and a basket for related items 
such as clippers, grass nutrients, gar- 
dening gloves or additional starter 
cords. A panel at the top of mer- 
vhandiser carries a price spot and an 
advertising message. For more in- 
formation— 

Write in No. F7 on card, Pg. 83 


ured coils, marked every 10 feet, in 
colorful cartons, and with shelf to 
display Plymouth’s packaged items. 
The Rope Department is free with an 
order for three coils and one paekage 
of HandyPak. For more imferma- 
tien— 
Write in No. F8 on card, Pg. 83 


The Eclipse Lawn Mower Co., 
Prophetstown, Ill., announces that a 
direct mail broadside on Eclipse Wasp 
chain saws is being mailed free in 
quantities up to 500 for dealers or- 
dering two or more saws. The color- 
ful broadside opens up to 34” x 23”. 
Dealers wishing to use more than the 
500 free maximum may order addi- 
tional copies “in-the-mail” at a cost 
of two cents each. For more infor- 
mation— 

Write in No. F10 on card, Pg. 83 


Jackson Manufacturing Co., Har- 
risburg, Pa., has available the follow- 
ing sales aids: 3-fold color circular en 
home and garden equipment line; 
8%” x 11” page printed in twe colors, 
both sides, describing wheelbarrows, 
lawn rollers, garden carts, end lawn 
spreaders; 2-column newspaper mats 
featuring Lawn Sprayer and/or 2-in- 
1 Spreader-Cart; single-column news- 
paper mats illustrating any one of 
the garden equipment line. For more 
information— 

Write in No. F1l on card, Pg. 83 


Style-Crafters, Inc., Greenville, S. 
C., offers a number of promotional 
materials free to dealers for the 

(Continued on page 66) 
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Sharing 
each 
other’s 


hisk... 


.. like Federated Mutual! 


The essence of all insurance is the mutual _its purest form. It is the oldest form known to 
risk. By spreading the likelihood of loss over § America. 
a large number, the cost for the individual is If you would like to share profits as well as 
low. What then, is more mutual about risks with your fellow policy- ———— 
Federated Mutual for example? holders, may we suggest that | past ow Ta 

Federated Mutual writes your insurance for § you write to Fede Mutual. || reLow races 
business, home and car at the standard rates ey 
which —e pew ene oe many 7, 

i Ce. t’s what you pay, but 

for over a half century, Federated Mutual Federated 
an gee —_ been receiving — See 
which reduce their insurance cost. You 
and the other policyholders actually own Mutual ; 
Fi Mutual. It is run for your exclusive MID-ATLANTIC DIVISION : 
benefit and you share in the ene of this 
big mutual conpany. Federated Mutual actu- 
ally sells insurance at cost. This kind of in- Sourmns Sommer 
surance, it is generally agreed, is insurance in Ailente %, Georgie 


INSURANCE FOR+ BUSINESS» HOME+CAR ... Association Membership doesn't Cost...IT PAYS! 
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Aqua-Float line. Among these are 
full - color catalogs and bill stuffers, 
metal “Play-Safe” signs, window 
streamers, water-safety posters, wa- 
ter ski and safe boating instruction 
booklets, mailing folder on U.S.C.G. 
small boat regulations, counter dis- 
play cartons for Aqua-Float fenders 
and floats, glossy photos, newspaper 
mats, radio and TV spots, and pack- 
aging. A new aluminum floor display 
rack which holds a full 2-dozen as- 
sortment of the company’s various 
products and which features an 
enameled red, white, and blue double 
faced sign is also available. For more 
information— 
Write in No. F12 on card, Pg. 83 


Langley Corp., 310 Euclid Ave., 
San Diego 12, Calif., is offering a 
17” x 20” display banner free to all 
dealers. Printed in bright green and 
black on a fringed white satin back- 
ground, the banner features the sym- 
bolic Langley sea-lion. Pressure-sen- 
sitive adhesive backing at the top 
permits mounting of the banner to 
the wall behind the reel display. For 
more information— 

Write in No. F13 on card, Pg. 83 


The Irwin Auger Bit Co., Wilming- 
ton, Ohio, offers to dealers free metal 
display merchandisers with the fol- 
lowing assortments. No. M-62T con- 
tains metal wall merchandiser and 


13 bit assortment of the Irwin Sello- 
paked 62T Bits, one of each size 
4/16” through 16/16”. No. M-88 con- 
tains metal wall merchandiser and 
20 bit assortment of the Irwin Sello- 
paked Speedbor “88” Wood Bits for 
electric drills, two each of even sizes 
and one each of odd sizes 4” to 1”. 
No. 430 contains metal wall merchan- 
diser with assortment of 30 amber 
plastic handle screwdrivers in the 
five most popular sizes. All displays 
have colorful baked enamel finish 
and fit in a minimum of space. A 
booklet on the selection, use and care 
of bits, and a variety of envelope 
stuffers are also available. For more 
information— 
Write in No. F14 on card, Pg. 83 


Foley Manufacturing Co., 3300 5th 
St., N.E., Minneapolis 18, Minn., con- 
tinues its 14-day tria] offer on 20” 
and 23” deluxe Foley mowers, as a 
promotional aid to dealers. A cus- 
tomer is allowed a 14-day tria] on 
his lawn. If not satisfied, he may re- 
turn the mower and get his money 
back. The dealer has nothing to lose 
as the company states that it will re- 
place the used mower whenever re- 
quested. A window streamer and ad- 
vertising mats also are available. In 
its advertising program, a two-col- 
umn six-inch mat will be run free in 
any dealer’s local paper if that dealer 
will purchase three deluxe model 





“To the men who struck it rich. 
(Tho they never owned a mine), 
Who went out and staked their claims 


Inthe golden a a 
To the men who caug : 
With a glint both bold and wise. 


Who built up handsome fortunes 


Selling 
To the men who gombled hard. 
(And none was ever squecler), 


(Brower) knowing: 


Ince brand taps ond dies: 











TAP & DIE 
ASSORTMENT 


CONTACT YOUR JOBBER or... 


HENRY L. HANSON CO. 


> enemshate etiam 28 Union St., Worcester, Mass. 











mowers (excluding Tartan models). 
In metropolitan areas the dealers will 
be listed, free, on a big dealer listing 
ad. Under the co-op ad plan, after the 
first ad is run free, the company will 
then cooperate on a 50-50 basis with 
dealers on their future Foley mower 
newspaper advertising when using its 
standard ad mats, For more informa- 
tion— 
Write in No, F15 on card, Pg. 83 


Molly Corp., Reading, Pa., has 
available for dealers: meta] merchan- 
diser #612 containing 600 Molly 
screw anchors and 12 utility plugs; 
cardboard counter display #200 con- 
taining 200 screw anchors, 2-color 
leaflet om screen anchors; 2-color 
leaflet on Hi-Speed Installer; 2-color 
leaflet on utility plugs; 2-color leaf- 
let on Molly Jack Nut; 3-color, 21” 
x 9” window streamer featuring Mol- 
ly screw anchors; and newspaper 
mats. For more information— 

Write in No. F16 on card, Pg. 83 


Upson Brothers, Inc., 65 Broad St., 
Rochester 14, N. Y., offers a perma- 
nent, self-service display of all plas- 
tic construction at no extra cost for 
the TD-48 Hold-E-Zee screwdriver 
assortment. This Tenite display holds 
a stock of 48—17 types and sizes — 
one to six of a kind, Each driver is 
marked on the display for number 
and price for easy replacement when 
sold. For more information— 

Write in No. F17 on card, Pg. 83 


Nixdorff-Krein Manufacturing Co., 
916 Howard St., St. Louis 6, Mo., has 
available the Merchaindiser Display 
Rack which holds eight of the com- 
pany’s fastest selling types and sizes 
of chain with a built-in chain cutter. 
The reels have square holes to pre- 
vent chain from running out on the 
floor. The display has a spare rack 
for extra stock and has a tubular 
steel frame with no sharp edges. For 
more information— 

Write in No. F18 on card, Pg. 83 


Supreme Products Corp., 2222 S. 
Calumet Ave., Chicago 16, Ill, has 
designed a colorful display, free to 
dealers, for its power drill auxiliary, 
the Versamatic. Included with the 
display are point-of-sale consumer 
leaflets. For more information— 

Write in No. F19 on card, Pg. 83 


Aladdin Laboratories, Inc., 620 So. 
8th St., Minneapolis, Minn., encloses 
a dealer merchandising kit in each 
box of six JON-E’ Hand Warmers. 
Included is a cardboard counter dis- 
play, a four-color folder stuffer, a 
window streamer and a dealer’s re- 
turn order post card for additional 
material. Four-color, self-adhering 
clear acetate, 10” x 24” window post- 
ers for glass doors, display windows 
and display cases are now available 
from the company, direct. For more 
information— 

Write in No. F20 on card, Pg. 83 





profits 


are EZ to Co 


with SOUTHERN 
FASTENERS 


The line to stock in fasteners is Southern—the 
screws and bolts with all the requirements for 
fast turn-over: 
@ Dealer Profit 
@ Constant High Quality 
Fool-proof Packaging 





Consumer Popularity 

Unexcelled Service 

Broad Range of Finishes, Sizes 
If you, like your customers, appreciate the value 
extras built into U. S. A-made Southern 
Fasteners, you'll sell the entire Southern line in 
today’s quality-conscious market 


Write for our new Package Stock Guide, 
Address: Southern Screw Company, P. O. Box 
1360, Statesville, North Carolina 





THES 


TAPPING 


PAWN 


TAPPING SCREWS wooo SCREWS STOVE BOLTS 

MACHINE SCREWS & NUTS WOOD DRIVE SCREWS 
CARRIAGE BOLTS 

WAREHOUSES 

NEW YORK CHICAGO DALLAS LOS ANGELES 

SOLD THROUGH LEADING WHOLESALE DISTRIBUTORS 


SCREW COMPANY 


svrartownar + WORTH CAROLINA 
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Don’t Wait... Stock It Now ! 
the sensational new 


New No. 110 Victor Conibeor Trop for Muskrat, 
Mink, Opossum, Skunk, Weasel, Born Rot, Wharf 
Rat, Squirrel, Civet Cot, and similor size animals, 


Trappers everywhere are 
talking about this new, 
revolutionary trap, the 
Victor Conibear.. . and 
they’re waiting for you to 
display it. 


The Victor Conibear is 
the world’s first and only 
practical humane killer 
trap. It’s a body-gripping 
trap that kills animals in- 
stantly—prevents wring- 
off, mre fur loss and 

to ts. The new 
Victoe Geulbear allows 
the widest range of suc- 
cessful sets: in holes, run- 
ways, cubbies, on rafters 
and poles; it works equal-*>— 
Salietot echeneoed i 
, submerged in 
water, under ice or covered 
with snow. 


Order the new Victor 
Conibear trap from your § 
wholesaler now to assure —— 
prompt delivery! = pes" 


AND REMEMBER... for the most complete 
line, the most profitable line of leg-hold 
traps, it's always Victor. Order them from 
your wholesaler. 


ANIMAL TRAP COMPANY OF AMERICA 
Lititz, Pa. * Pascagoula, Miss. 
Niagara Falls, Ontario 


For more information use Handy Return Card, Page 83 





Plymouth Cordage Co., Plymouth, 
Mass., offers dealers a wide range of 
promotional literature, colorful point- 
of-sale displays, and several rope dis- 
pensers. Literature includes pam- 
phlets on use of rope on farms, on 
boats and in industry. Dispensers in- 
clude the SalesRak which sells rope 
off the spool in any length up to 300’. 
The SalesMaker, available in counter 
or floor models, holds seven sizes of 
rope, which can be cut on dispenser 
to desired length. A cardboard dis- 
play occupying less than two feet of 
floor space is available for merchan- 
dising an assortment of ropes and 
twines. All sales aids are available 
through Plymouth wholesalers. For 
more information— 

Write in No. F21 on card, Pg. 83 


Henry L. Hanson Co., Worcester, 
Mass., has available a Self-Seller 
Drill Display which requires 14 
inches of space. A clear cover high- 
lights the high speed drills which are 
held in supporting holes and serve as 
a drill gauge. The size and price are 
marked and quantities are varied ac- 
cording to demand. The cabinet has a 
storage rack for extra stock. An in- 
formation chart is also available. The 
Hanson Self-Seller Display Cabinet 
for taps and dies contains initial as- 
sortment of taps, dies, screw ex- 
tractors, die stocks and tap wrenches, 
including all popular sizes, and is 
graduated according to normal cus- 
tomer demands. The cabinet requires 
counter space 18 inches x 13 inches 
and has space in the back for extra 
stock. For more information— 

Write in No, F22 on card, Pg. 83 


Champion DeArment Tool Co.., 
Meadville, Pa., offers dealers a wide 
range of sales aids including imprint 
book matches, display boards and 
display rolls, newspaper mats, count- 
er signs, decals, envelope stuffers, 
and counter coats for sales personnel. 
Display boards offered include No. 26 
which is designed as a permanent 
display. The 26 different pliers are 
fastened on the board which is %4” 
plywood, measuring 24” x 30”. Dis- 
play boards 57, 75-A and 87, of the 
same size, are dispensing boards con- 
taining selected assortments of the 
complete line of pliers. No charge is 
made for the boards when merchan- 
dise is purchased, boards remaining 
company property. Small 4%” pliers 
available in five different patterns 
are merchandised on 3-color display 
board and are also available in a vel- 
vet lined fitted case. Advertised as 
Channellocks “Little Champ” pliers. 
A counter promotion kit contains 
nine of the Heavy Duty Slip Joint 
pliers—four 6”; three 8”; and two 
10” patterns. Each plier is individ- 
ually cartoned and all nine pliers are 
packaged in a blue and white on sil- 
ver foil carton. Offered free is the 
3-color Salesmaker which sells any 
three Channellock pliers of the deal- 
er’s choice (plus a place in front for 











@ DESIGNED FOR SERVICE 
@ CUSTOMER ACCEPTANCE 
@ PROFITABLE VOLUME 


Professional design, high quality and 
generous dealer mark-up makes the 
B & C line the one to sell. If you 
are not row enjoying the advantages 
of the B & C line and would like 
to know more about them, write B 
& Cc. 


BENCH VISES 


Two Types: 
Stationary and 
Swivel , 


Ne. 149-150 
Gray iron, finished in baked Red 


enamel. Swivel positions are easily 
and quickly attained. 

No. 149—Jaws and opening | 3/4" 
No. 150—Jaws and opening 2 '/2" 
No. 153—Jaws and opening 2 '/2" 


WOODWORKER'S VISE 
For every bench. Gray 


iron jaws, cold rolled 

steel guides. Fin- 

ished in beked 

red enamel. 

%" dia. screw. Acme 

Threads. 

No. !76—Jews 6//.", 31/2" deep. 
Opens to 4'/," 


SAWHORSE VISE 


Holds work in hori- 
tontal or vertical 
position. Gray iron, 
finished in baked 
Red enamel. Main 
dia. 
thread. 
Clamps to 2". No. 175-5 3/4" Jaws 
open to 4". 
Your Jobber has the 
detolls. See Him! 


ree BRINK & COTTON mec. co 


s FF R 7 NN 





SOUTHERN HARDWARE for November, 1958 








the No. 424 Ignition Plier). A self- 
contained easel and eyelet puts the 
display to work, on the counter or on 
the wall. For more information— 
Write in No. F23 on card, Pg. 83 


American Biltrite Rubber Co., P.O. 
Box 1071, Boston 3, Mass., provides 
dealers with a group of advertising 
mats for Biltrite Garden Hose and 
Sprinklers. A metal hose shopping 
center rack is offered at a nominal 
cost. Also available is a special three- 
piece display, specially easled to stand 
alone or mount on a three-section 
pole which is also supplied, to serve 
on counters, in windows or mass dis- 
play within the store. For more in- 
formation— 

Write in No, F24 on card, Pg. 83 


The Acme Shear Co., Advertising 
Dept., 100 Hicks St., Bridgeport, 
Conn., is offering free to dealers mats 
for their local newspaper advertising 
on Kleencut Scissors and Shears. A 
four-page folder showing the 28 mats 
with a postage paid return order card 
is available upon request. For more 
information— 

Write in No. F25 on card, Pg. 83 


Wickwire Brothers, Inc., Cortland, 
N. Y., offers for dealer use a mer- 
chandising kit containing colorful 
posters and folders promoting the 
company’s line of wire products. Ex- 
tra posters for windows and folders 
for counter give-aways and envelope 
stuffers are available in addition to 
ad mats of company products. For 
more information— 

Write in No. F26 on card, Pg. 83 


Amerock Corp., Rockford, IIl., of- 
fers colored envelope stuffers illus- 
trating the full line of cabinet hard- 
ware for consumers. The folder in- 
cludes the full line of pulls, knobs, 
hinges, catches, and window sash 
locks and lifts. Space is provided for 
imprinting. For more information— 

Write in No. F27 on card, Pg. 83 


The Wood Shovel and Too] Co., 
Piqua, Ohio, offers to dealers a bro- 
chure and a proof sheet on advertis- 
ing mats which are available free of 
charge. A self-mailer on the com- 
pany's Jet-Lite line of shovels, spades 
and scoops can be used by the whole- 
saler and the dealer alike and is 
available in any quantity upon re- 
quest. A floor type shovel rack which 
provides a great degree of flexibility 
inasmuch as it can be moved from 
one part of the store to another and 
which displays six or more shovels, 
spades and scoops is made available 
at a small extra cost. Also at modest 
cost, the company offers three mer- 
chandiser and display rack deals for 
shovel and steel goods. For more in- 
formation— 

Write in No, F28 on card, Pg. 83 


Heineke & Co., Springfield, Il., of- 
fers Excello mower dealers a special 
demonstration package featuring the 


Model 271, 21” rotary with “Excello- 
matic” start-run-stop fingertip con- 
trol. With each single purchase of any 
assortment of six power mowers by a 
dealer, the company will ship, freight 
prepaid, one Model 271 at a special 
low price, with a kit of sales aids, 
free of charge, consisting of the fol- 
lowing: display stand; handle feature 
card; window banner; door banner; 
lawn care brochure; power mower 
trade-in “Blue Book;” leaf mulcher 
kit; envelope folders; window “Au- 
thorized Dealer” decal; full line giant 
wall banner; master repair parts 
charts; order blank for dealers to re- 
quest additional quantities, free of 
charge, of these sales aids, plus news- 
paper mats, radio and television 
spots. For more information— 
Write in No. F289 on card, Pg. 83 


©. F. Mossberg & Sons, Inc., P. O 
Box 1302, New Haven, Conn., makes 
available to dealers 8-page consumer 
folders for enclosure with mailings or 
counter use; a 6-page consumer fold- 
er on Mossberg’s 4X scopes and its 
latest adjustable power scope; 4-page 
consumer folder on the Covey Hand 
Trap; a Mossberg emblem deca] for 
use on door or window; and a Retail 
Sales Manual for the dealer and his 
sales staff. In addition, the company 
offers free electrotype advertising 
mats, as well as radio and TV com- 
mercials. For more information— 

Write in No, F30 on card, Pg. 83 


Rubbermaid, Inc., Wooster, Ohio, 
offers dealers a free dispensing unit 
for its shelf and storage area rubber 
coverings, Rubbermaid Shelf-Kush- 
ion, which comes in 45’ rolls. Mer- 
chandising aids for dealers stocking 
the product include window and wall 
banners, and consumer folders which 
feature additional home uses for the 
rubber shelving. For more informa- 
tion— 

Write in No. F31 on card, Pg. 83 


Wright-Bernet, Inc.. Hamilton, 
Ohio provides convenient packaging 
for its No. 1958, 12” plastic household 
push broom. The broom is packed 
four to a box including handles. The 
packaging is designed to save time, 
space, repacking, and extra handling 
for both the dealer and whole- 
saler. The broom itself is bristled 
with turquoise Berlight plastic, with 
the handle lacquered in matching 
turquoise. It is designed to list 
around $1.69 per brush, including 
handle. Catalog sheets are available 
For more information— 

Write in No. F32 on card, Pg. 83 


Kaiser Aluminum & Chemical! 
Sales, Inc., 919 N. Michigan Ave., 
Chicago 11, Ill, makes available to 
dealers work drawings with complete 
bills of materials on 22 Farm Service 
Buildings; also complete plans for a 
carport and patio roof. The pocket- 
size Conversion Calculator to speed 
and simplify aluminum roofing cal- 
culations is offered. It is made of 
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heavy cardboard and operates like a 
slide rule. One side of the calculator 
lists computations for corrugated and 
five - V - crimp roofing sheet in 26- 
inch widths and in lengths ranging 
from six to 12 feet. The other side 
contains similar data for 48-inch 
wide corrugated sheet. Other promo- 
tional aids include $25 free advertis- 
ing allowance for all new dealers, 
free direct mail program to 250 cus- 
tomers or prospects four times an- 
nually, identification plaques, in- 
store display and plans rack, banners, 
mobiles, consumer folders, and plans 
catalogs. For more information— 
Write in No. F33 on card, Pg. 83 


Fuller Tool Co., Inc., 3522 Webster 
Ave., New York 67, N. Y., offers a 
complete self - service “screwdriver 
department” in the form of hang-up 
rack at no cost to dealers, Fuller 
screwdrivers, individually carded and 
priced, may be hung from the rack 
for customer convenience. For more 
information— 

Write in No, F34 on card, Pg. 83 


Moore Push-Pin Co., 113-25 Berk- 
ley $t., Philadelphia 44, Pa., offers a 
coumer display stand, the Moore 
720B, which holds 72 “serve-your- 
self” window packets of Moore pic- 
ture hangers. All metal, the revolving 
display is 10%” high, with a 9” diam- 
eter base. For more information— 

Write in No. F35 on card, Pg. 83 


Carolina Washboard Co., Raleigh, 
N. C., offers a colorful display carton 
which contains the following assort- 
ment of Carolina Fishing Floats: 4 
doz. No. 000, $.90 per doz.; 4 doz. No 
00, $.90 per doz.; 2 doz. No. 0, $1.20 
per doz.; 2 doz. No. 1, $1.20 per doz.; 
2 doz. No. 2, $1.20 per doz.; 1 doz. No 
3, $1.50 per doz.—list price is $16.00. 
For more information— 

Write in No, F36 on card, Pg. 83 


S. G. Taylor Chain Co., Inc., Ham- 
mond, Ind., and Pittsburgh, Pa., of- 
fers dealers a chain display stand 
with long-leverage chain cutter. 
When holding its maximum seven 
reels, it serves as a chain department 
in itself, occupying less than two 
square feet of floor space. For more 
information— 

Write in No. F37 on card, Pg. 83 


Petersen Mfg. Co., Dept. SH-3, De- 
Witt, Neb. offers free promotional 
material for its new vise-grip (with 
easy release), consisting of a “space- 
saver” counter display and window 
banner. An introductory offer is 
available for one free No. 10R vise- 
grip (a $2.45 value) with purchase of 
an eight-tool counter sales kit. Deal- 
er cost for the kit is $13.00, with re- 
tail price, $19.50. For more informa- 
tion—- 

Write in No. F38 on card, Pg. 83 


Gale Products, Dept. 517 A, Gales- 
burg, Ill., makes available to Bucca- 
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PROFIT it doubiea! it went 
right along with Yale Ceramic Hard- 
ware sales, which increased 100% in 
the past year. And why not? Women 
get profitably excited over the high 
fashion, hand-painted designs...love 
the way gleaming, durable ceramic 
enhances furniture, kitchens, baths. 
Dealers like it, too, because ceramic 
is hot! Ceramic hardware is a fast- 
moving, high-profit item, needs little 
space to display. Stock today. Call 
your jobber or write: The Yale & Towne 
Mfg. Company, Ceramic Department, 
405 Lexington Ave., New York 17, N.Y. 


YALE & TOWNE 


YALE—REG U.S PAT OFF 


THIS IS REGENT, one of eight distinctive de- 
signs trimmed in 22 carat gold. Available in door 
knobs, drawer pulls, single and double switch 
pilates, keyhole covers. 





neer dealers a complete line of mer- 
chandising aids. Included are dealer 
signs, display pieces, point of sale 
aids and a complete stock of litera- 
ture on its eight 1958 model Bucca- 
neer motors. For more information— 
Write in No. F39 on card, Pg. 83 


Lamson & Sessions Co., 5000 Tiede- 
man Rd., Cleveland 9, Ohio, makes 
available to dealers a colorful flexi- 
ble bolt display, the stand of which is 
54” high, 24” wide, and 24” deep. 
Display trays are 14” deep, 23” wide, 
and 9” high, and provide an eye- 
catching setting for the company’s 
“Brite - Plated” bolts, nuts, and 
screws, For more information— 

Write in No, F40 on card, Pg. 83 


Stanley Hardware, Division of the 
Stanley Works, 763 Lake St., New 
Britain, Conn., announces new and 
improved merchandising features for 
its household hardware, including 
packaging, layout guides, and dis- 
plays. Available to dealers is the N2 
pegboard display stand which allows 
vertical or horizontal item arrange- 
ment. Stanley products are now 
visually packed, mounted on yellow 
and black space-saving cards, on the 
back of which carry all customer in- 
formation: item name and number, 
suggested usage, proper application, 
finish, and materials. For more in- 
formation— 

Write in No, F41 on card, Pg. 83 


Alan Wood Steel Co., Conshohock- 
en, Pa., has available copies of its 
A. W. Cut Nail descriptive leaflet. 
For more information— 

Write in No. F42 on card, Pg. 83 


Rubbermaid, Inc., Wooster, Ohio, is 
sponsoring a giveaway type promo- 
tion which enables retailers to give 
customers the combined gift of a De- 
luxe Plate Scraper and a Deluxe Bot- 
tle and Jar Scraper — a regular 68c 
value—with the purchase of either of 
two popular size Rubbermaid Drainer 
Trays. The promotion is being backed 
up by a complete promotional kit for 
each one-dozen order. Each kit in- 
cludes 12 sets of the scrapers, bagged 
and banded for retail display; a four- 
color wall or window banner for store 
announcement of the offer; proofs of 
free advertising mats; an easel dis- 
play card to be used with the Trays; 
samples of a free consumer state- 
ment stuffer on the offer; and a let- 
ter of instructions as to how to get 
maximum sales. For more informa- 
tion— 

Write in No. F43 on card, Pg. 83 


The Edwin H. Fitler Co., Philadel- 
phia 24, Pa., offers the following sales 
aids: (1) Octagonal Display and Dis- 
penser Boxes for 3/16” dia. up to and 
including %” dia. sizes both Manila 
and sisal rope, (2) Fitler measured 
rope market at intervals of 5’. Avail- 
able on request in Fitler Octags only 


in sizes “4”, 5/16”, 3/8", and %” 
diameters. (3) A wire rack requiring 
20” x 30” floor space for displaying 
and dispensing three sizes of rope—a 
small charge made for this rack when 
ordered with 300 lbs. or more of rope. 
(4) “Take-Along” coils of Fitler Ma- 
nila rope. 50’ and 100’ individual coils 
wrapped in polyethylene for self- 
service selling from Dispenser Rack. 
The rack, on rollers, is furnished free 
when a complete group is ordered. 
Delivered in 300 lb. lots (order may 
be combined with other Manila rope). 
(5) The No. 57 Rope Merchandiser, 
544%” x 444%” x 234%”, will hold six 
full Octags or six full reels of rope or 
a combination of both. Rope feeds 
through guides to a measuring device 
and cutter. (6) Display Box contain- 
ing 50’ connected coils of either “4”, 
5/16”, 3/8”, dia. sizes and 25’ con- 
nected coils 4%” dia. size, Fitler “Sta- 
bilized” filament nylon yacht rope. 
(7) Display Boxes containing Fitler 
yellow polyethylene or Fitler Manila 
water ski tow ropes—six boxes to a 
master shipping carton. To all deal- 
ers handling Fitler brand Manila 
rope, Fitler will furnish, on request, 
metal signs for counter or wall use 
For more information— 
Write in No. F44 on card, Pg. 83 


Swan Rubber Co., Bucyrus, Ohio, 
offers to dealers a wide variety of 
free retail sales-aid itenis on it gar- 








“AT YOUR HARDWARE STORE” 


That's where our every ed is di- 
recting customers for their Toil- 
aflexes. Our advertising in most 
of America’s top national mage- 
tines will continue to do so all 
year ‘round. 

Make these easy, customer-sat- 
isfying sales. Stock this powerful, 
patented advertised plunger. 


mea) |9 \I8 > @ 
Toilet QU Plunger 


The Plunger They 
Ask for By Name 


By the mokers of 
Water Master tank bolls. 
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den hoses, including book matches, 
envelope stuffers, “small item” enve- 
lopes and pocket protectors. The com- 
pany, in addition, has designed the 
Swan “Merchandiser” metal display 
stand which, with casters, may be 
moved about the store or outside to 
attract sidewalk traffic. For more in- 
formation— 
Write in No. F45 on card, Pg. 83 


The Moto - Mower Co., Richmond, 
Ind., offers to dealers a 50-50 co-op 
advertising plan (unlimited) in addi- 
tion to a number of other sales helps. 
Each preferred dealer is sent a win- 
dow display kit which includes wi: 
dow streamers, jumbo display cards, 
wall eharts, authorized dealer decals, 
and comsumer folders. A lawn care 
folder ealled “How We Built the Most 
Beautiaad Lawn in Town” is made 
available to dealers as a give-away to 
persons who visit the store or as a 
direct mailing piece. Dealers are 
charged $2.00 per 100; $15.00 per 
1,000. For more information— 

Write in No, F46 on card, Pg. 83 


Tennessee Coal & Iron Division, 
United States Stee] Corp., Fairfield, 
Ala., offers dealers promotional items 
which include folders, leaflets, and 
the Farmers and Ranchers Handbook. 
Color folders feature such items as 
the Griptite Staple and Ranger 
Barbed Wire. Also available to deal- 
ers is a library of films designed for 
showing to farmer, civic, social, and 
educational groups. Films may be 
borrowed without charge, with a film 
catalog supplied on request. For more 
information— 

Write in No. F47 on card, Pg. 83 


American Tackle and Equipment 
Co., “A” and Somerset Street, Phila- 
delphia 34, Pa., is publishing a 
monthly newsletter for fishing tackle 
dealers. The publication is designed 
to give tackle dealers information so 
they can make more profit. The com- 
pany also makes available through 
its salesmen a package of 26 promo- 
tion pieces for dealers including na- 
tional ad blow-ups; window stream- 
ers, banners, and radio-TV spot an- 
nouncements. For more information— 

Write in No, F48 on card, Pg. 83 


Rain Jet Corp., 6253 Hollywood 
Bivd., Hollywood 28, Calif., has avail- 
able a detailed and fully illustrated 
instruction sheet showing how to 
plan, lay out and install a Rain Jet 
sprinkler system. In addition to in- 
structions, there are templates for 
each of the 12 heads in the line to 
facilitate planning the locations of 
the sprinkler heads on the drawing. 
Also offered to dealers is a 10%” x 
14” display rack, with an initial bal- 
anced assortment. The heads are 
packaged individually in color-coded 
cartons. Net to“dealer is $42.60 with 
a 33'4% mark-up. A supply of en- 
velope stuffers and instruction sheets 
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is included with each rack shipw.ent. 
For more information — 
Write in No. F49 on card, Pg. 83 


Langley Corp., 310 Euclid Ave., 
San Diego 14, Calif., is offering to 
dealers, nine free newspaper ad mats, 
ranging in size from 1 col. x 7” fo 
2 col. x 11”, to stimulate sales of its 
casting and spinning reels and the 
Fisherman’s De-Liar. Two ads fea- 
ture the Langley Cast-Flo Deluxe 
Model 900 closed face reel. All ads 
require only insertion of the dealer’s 
name and address. Each ad is repro- 
duced in a 4-page ad mat brochure, 
available without charge to all deal- 
ers on request. A coupon is included 
to simplify and speed ordering of 
specific mats. For more informa- 
tion— 

Write in No. F50 on card, Pg. 83 


Republic Steel Corp., 1441 Republic 
Bldg., Cleveland 1, Ohio, offers the 
Blue Ridge Roofing 15-piece kit for 
dealers which contains dealer infor- 
mation and sales guide folder, news- 
paper ad mat sheets, publicity re- 
lease, catalog sheet, radio spots, and 
full-size samples of window banner, 
hanger or counter card, and consumer 
folders for Blue Ridge and other Re- 
public farm products. If dealer wants 
ad mats, or sales material in bulk, the 
kit includes a postage-paid order 
card, For more information— 

Write in No. F51A on card, Pg. 83 


The Ruberoid Co., 500 Fifth Ave., 
New York 36, New York, manufac- 
turers of building products, offers a 
wide selection of envelope stuffers, 
window display material, counter dis- 
plays, and special store displays in 
numerous sizes, colors, and materials. 
These include a 6-tier wire rack dis- 
play for asbestos siding, rigid model 
boards, etc.; a two-piece metal en- 
trance doorway sign; and a truck 
sign. Also included are a number of 
colorful counter displays. For more 
information— 

Write in No. F51 on card, Pg. 83 


Hanson Scale Co., 1777 Shermer 
Rd., Northbrook, Il., offers its deal- 
ers two scale promoter display stands. 
Display #D-103 is a wooden stand 
free to any dealer who has Hanson 
scales, will hold seven sets, and is 
18” wide by 14” deep. A bath scale 
sampler of six scales, No. 3580, in- 
cludes without charge a merchan- 
diser which can be used on the 
counter, floor or in windows. It is 
finished with soft rose background 
and jade green trim. For more in- 
formation— 

Write in No, F52 on card, Pg. 83 


The Yale & Towne Manufacturing 
Co., Stamford, Conn., provides carded 
hardware as a dealer help in boosting 
sales. The company also advocates 
the use of mounted samples on dis- 





DEPENDABLE ... 
another way 
of saying 
Rugged Robert 


Every wise customer knows that 
Rugged Robert means DEPENDA- 
BILITY 


. superior QUALITY. 


That’s because al] Rugged Robert 
products are made of the very finest 
materials under the most exacting 


s cations. 


ousands of people always ask for 
the Rugged Robert Brand by name. 
Fast-selling Rugged Robert Prod- 
ucts include pliable, galvanized solid 


and twisted clothesline . . 


. high- 


quality swing and well chain, in 
2/0 and No. 3 size, boxed and on 


spools . . 


. and the smart-looking, 


fast- broom rake. 
All Rugged Robert products are 
perfectly packaged for immediate 


re-shipment. 
“PL! BUS 


Get "ed share of this 


today! Write or 


call us for YOUR 


supply! 


2713 North 24th St., Birmingham, Ala. 
Member, American Hardware Manufacturers Association 
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play boards as a permanent mer- 
chandising idea. Package merchan- 
disers are offered by the company for 
location in strategic positions. All 
merchandisers are in bright colors 
and polyethylene bags are used to 
package many of the products. For 
more information— 
Write in No. F53 on card, Pg. 83 


Lazy Boy Lawn Mower Co., Inc., 
1315 West 8th St., Kansas City, Mo., 
offers to dealers without charge full- 
color eight-page insert folders with 
imprint space provided and which 
fold to 3%-inch x 6%-inch size. 
Newspaper ad mats in two-column by 
three-inch size are provided also 
each describing one of the company’s 
four most popular models. For more 
information— 

Write in No, F54 on card, Pg. 83 


Stevens - Burt Co., Water Master 
Co. Division, New Brunswick, N. J., 
provides a colorful display card for 
its all-angle toilet plunger. The card 
carries an illustrated message and is 
fitted with two holes to slip on the 
yellow plunger handle. For more in- 
formation— 

Write in No. F55 on card, Pg. 83 


The Weber Tackle Co. Stev- 
ens Point, Wis., offers a variety of 
permanent metal displays fer flies, 
loose hooks, treble hooks, snap-swiv- 
els, Redi-Pak nylon packages and 
other tackle items. The new No. RR7 
revolving rack displays 72 hinge-cov- 
er plastic boxes of ringed hooks. Nos. 
RR144 and RR146 are also revolving 
racks; each holds one gross of hinge- 
cover plastic boxes and is designed 
to display flies and snap-swivels as 
well as loose hooks. Half - size sta- 
tionary units of the latter, Nos. R72 
and R73, display half the quantities 
of tackle items. Combination assort 
ments of flies, loose hooks, and snap- 
swivels may be displayed on most of 
these racks, one-, two-, and three- 
tier révolving racks for Weber dis- 
play panels continue to be offered. 
No. RR12, another revolving metal 
display, holds one gross of Redi-Pak 
nylon coils. A number of other dis- 
play boards, boxes, and other pack- 
ages are available. For more infor- 
mation— 

Write in No. F56 on card, Pg. 83 


Crescent Tool Co., Jamestown, N. 
Y., has available displays for all the 
better selling items in its complete 
line of wrenches, pliers, screwdrivers, 
hacksaws, tinner’s snips, special line- 
man’s tools, etc. The displays, 22 in 
all, can be mounted in units of one, 
two, four, six, 12 and 16 panels. Vari- 
ous fixtures are offered by the com- 
pany at a small cost. No charge is 
made for the display panels, they are 
billed at the cost of the tools on them. 
Stands to mount four, six, 12, and 16 
panels are available at low cost. 
Crescent also has display cards avail- 
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Your customers will soon be look- 


‘ing for Royal “Flip-Tite” outdoor 


K “PLIP-TITE” 


devices and “Powr-Kord” heavy- 
duty extensions. Display this pop- 
ular combination and capitalize on 
the big demand for weatherproof 
electrical devices and cords . . . for 
connecting lawn mowers, hedge 
clippers, outdoor barbecues, porch 
lights, and the countless other elec- 
trical necessities of modern living. 


Stock up today, from your nearby 
Royal wholesaler . . . or write for 
catalogs and give us your whole- 
saler’s name. Royal Electric Corp., 
Pawtucket, Rhode Island. 


WEATHERPROOF RECEPTACLES 


Separate, spring-hinged covers 
seal each outlet. Available in sin- 
gle and duplex universal plates; 
single and duplex receptacles, 


both 2- and 3-wire; single 
and 3-way switches. 


pole 


“POWR-KORD” 
HEAVY-DUTY EXTENSIONS 


rubber and plastic 

-in black and 
red. Molded-on at- 
tachments provide 
sealed weather- 
proofing. Packaged 
for attractive dis- 
play. Two and 
taree conductor 
types — in a full 
range of wire sizes 
and lengths. 


‘O) by Mh 


ROYAL ELECTRIC CORPORATION 


en associate of International 


PAWTUCKET 
Manvfecturers of WIRE * CABLE 
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Telephone and Telegraph Cerporetion 


RHODE ISLAND 


* CORD SETS * FUSES * WIRING DEVICES 











No. 2491 
EMBROIDERY 
SCISSORS—312" 

ONLY c 
RETAIL 


Don't lose profitable sales of scissors & shears 
because your prices are too high! Make extra 
sales, instead— sell KLEENCUT— the brand 
that everyone can afford! 
There’s a full line to choose from—in many 
different styles, sizes, and finishes — all 
iced belew comparable merchandise! 
kaged to sell fast, too, either on individual self-service cards — or 
on eye-catching display cards. Nationally advertised and guaranteed 
by the World's Largest Manufacturer of Scissors and Shears 
Beat the recession! Our business is good — yours can be too! Give 
your customers the bargains they want — order KLEENCUT today! 


See your jobber or write 


THE ACME SHEAR COMPANY 
BRIDGEPORT 1, CONNECTICUT 


For more information use Handy Return Card, Page 83 








MAKES THE 


~ SPECIALTY” 
NAILS 


YOUR CUSTOMERS NEED 


Lewe we tnt Vi 


/ One Catalog ORDER CAN 
/ One Salesman oe nase 
¥ One Order Blank _— Prices: 


Here’s a sampling 
MAZE STOMMbUARTS 
(Strong Steel Neils Double-Dipped in Meiten Zinc) 


| ROOFING 
STK. NO! RIOSA (ALSO SCREW AND PLAIN SHANK) 


WOOD SIDING 


STK. NO. $206A (ALSO PLAIN SHANK) 


INSULATING SIDING 
(11 STOCK COLORS) 


STK. NO. $245 (ALSO PLAIN SHANK) 
HARDBOARD 


STK. NO. $255$ (ALSO PLAIN SHANK) 


—— METAL ROOFING—— 
COMPRESSED LEAD HEAD 


STK. NO. P223 BARBED SHANK—BRIGHT 
(Aso RING SHANK) 


UMBRELLA HEADS 
(J-PIECE STEEL . . . HEAVY SHANK) 


STK. NO. INTERIOR SCREW SHANK) 


NTERIO 
UNDERLAYOAINT 


STK. NO. Fi42 
FLOORING 


STK. NO. opty DRIVING 


HAND OR 
TALEO CASING HEAD NA 
DRYWALL 


STK. NO. DSI 


Decmmmery eerie 
STK. NO. 526-A 


MASONRY 


STK. NO. H59S (ALSO PLAIN SHANK) 


ASK YOUR JOBBER... 
or write for details 


W.H. MAZE COMPANY 
PERU 8, ILLINOIS 





able at no cost. For more informa- 
tion— 
Write in No. F57 on card, Pg. 83 


Chas. O. Larson Co., P. O. Box 358 
Sterling, Ill., manufacturers of wire 
goods, wire specialties and hardware 
construction sets for the do-it-your- 
Self trade, has available for dealers 
envelope stuffers on Saw Horse 
Brackets and various construction 
sets, which may be obtained in mod- 
erate quantities without charge upon 
request. A Silent Salesman Wire Dis- 
play Rack is available without charge 
in a choice of two balanced assort- 
ments of four construction sets. 
Counter models for three styles of 
Saw Horse Brackets and one style of 
Folding Leg Brackets are available 
without charge under certain condi- 
tions through wholesalers. For more 
information— 

Write in No, F58 on card, Pg. 83 


The Garcia Corp., 268 Fourth Ave., 
New York 10, N. Y., offers dealers a 
wide assortment of sales aids, includ- 
ing a retailer consultant service and 
assistance from fishing experts who 
set up in-store demonstrations and 
lectures. A library of 16mm sound- 
color films covering various fishing 
subjects are lent free to dealers, 
clubs, schools, and other organiza- 
tions upon dealers’ requests to Gar- 
cia representatives. Merchandising 
aids include the Mitchell Counter 
Card, die-cut for holding a Mitchell 
reel and one spool of Platyl; display 
stand for Mitchell reels; and Abu Re- 
flex transparent window streamer; 
an in-store streamer illustrating Six 
Steps to Successful Spin Casting; 
large and small size streamers featur- 
ing Mitchell reels; instruction man- 
uals for all reels, with complete parts 
diagrams; and others. Available to 
dealers free in limited quantities is 
the 1958 Garcia Fishing Tackle An- 
nual which sells to customers for 25c. 
The Annual consists of 84 pages il- 
lustrated in full color and is filled 
with articles, tips, and stories written 
by top writers. For more informa- 
tion— 

Write in No. F598 on card, Pg. 83 


Columbian Rope Co., Auburn, N. 
Y., has available for dealers two new 
rope merchandisers, available through 
wholesalers. The Columbian Rope 
Merchandiser No. 57 hokis six full 
reels or six full cartons of rope, 
two of which may be the 100# size; 
will hold either cartons or reels or 
any combination of both. From the 
position of the units on the merchan- 
diser, rope is fed through guides to a 
measuring device and a cutter for 
rapid selling. The “Pick-Me-Up” 
Rope Coil Merchandiser holds indi- 
vidually wrapped 50 ft. amd 100 ft. 
coils of 4", %”, and 42” dia. Manila 
rope. The unit is furnished at no cost 
with an initial order of approximate- 
ly 100 Ibs. of rope which stocks it. 


thr, “4 Stl 7] 
“HAND SAW’’ 


“HOw 


SANDVIK 


4 cit ti 


NOT 4/4 


SANDVIK Syme ine 
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HORSE COLLAR PADS 


% 


For every work horse and mule. 
“The pad with the rust-proof 
red at 








ee arco 


For every tractor and farm 
implement seat. 


See your jobber or write us. 


THE AMERICAN PAD & TEXTILE CO 
Greenfield, Ohio 


MAKERS OF FAMOUS TA.PAT.CO 
MORSE COLLAR PADS SINCE 188! 


For more informatien use Handy Return Card, Page 83 SOUTHERN HARDWARE for November, 1958 





America’s Most Complete Line! 
OT 
ALUMINUM 





—__ 
~s 


20 Aluminum Models... 


with rugged, seemless drown cases 
... embossed leather grain finish. 


9 Reyalite Models... 


famous for being solt-woter proof 
ond chip proof . . . impervious to acids 
ond gosolimes and ots. 


When you sell UMCO Tackle and Spin Boxes, you choose from Ameri- 
ca’s most complete tackle box line. From a wide variety of styles and 
sizes priced from $2.95 to $24.95, for fresh or salt-water fishing, spin- 
ning or bait casting, you can pick the boxes that will sell the best in 
your market, and Anow that every UMCO model you handle gives 
your customers the Bonus-Quality design features fishermen want: 

@ Rugged, watertight, 4 © Seperete ree! To 

drawn cases extre ree! end spool clips 

© Cantilever trays with UMCO's ex- @ Aluminum lecks end herdwere 

clusive Lur-Gerd trey liners vied threvghout 

Ask your jobber or write for literature 











Manviactured by 


UMCO corporation 


Spring Perk, Minnesote 


Hi Style 
SPRING HINGES 


BLACK ~ BRASS 


by BOMMER 


Pioneers of the 
Spring Hinge Industry 


Louver door Spring Hinges in setin bleck end gleaming 
bress to motch the contemporary style in modern herd- 
were. Just the thing for dens, playrooms, home bers end 
between dining room and kitchen. 


See your wholescler or write te 


BONMNMNMER 


SPRING HINGE CO inc 
SRSCUTIVE OFPE AHO Mae? Lanbeum 6 ¢ 





= 


SALES OFFICES © WAREHOUSES “BROOKLYN: 265 CLASSOM ave 
CHICAGO: 160M. WACKER ORIVE 








a Ltialaflo, 


ALL POSITION 


CHECK 
VALVES 


For steam, hot or cold 
water, oil, gas and compounds. 


Sensitive ...Rugged 


Designed for rugged service. These valves 
are also available with rubber poppets for 
use with air or cold water. Sensitive in 
operation. Work in any position. Made 
in seven sizes, 200 Ibs. pressure. Won't 
stick. We will design special Check 
Valves. Tell us your needs. 
Write today for Bulletin 204, or 
telephone Harrison 3313 today. 


STRATAFLO PRODUCTS, INC 


WA 


GUN CLEANING 
ESSENTIALS 


HOPPE’S products walk off with 
the top scores in both sales and 
profits in every state in the 
nation! Long-established user 
acceptance and trust. . . plus 
consistent national advertising 

. Keeps HOPPE the BIG name 
in gun cleaning. Display HOPPE 
products “up top” and “out 
front” . . . watch your sales 
scores go up! 


FRANK A. HOPPE, INC. 
2338 WN. Sth St., Phile. 33, Pe. 


ASK YOUR JOBBER 








® FOR HOPPE’s 








SOUTHERN HARDWARE for November, 1958 For more information use Handy Return Card, Page 83 





EP c.. 


“SALES BUILDERS 
from NATIONAL foe 


NATIONAL VINYL-INSERT 
THRESHOLDS 


Provide air-tight fit and combine good 
looks, easy installation, efficiency, low 
price. Heavy-duty vinyl strip is easily in- 
serted after threshold has been fastened 
down, No exposed screws, no hook strips. 
Comes in 3 widths (1%", 3%", 4”")— 
any length. 


TWO-IN-ONE DOORSTOP 
WEATHERSTRIP COMBINATION 


Heavy gauge rolled aluminum mouiding 
has vinyl insert which weatherstrips doors 
or windows and assures noiseless closing. 
Aluminum is surface treated to prevent 
oxidation and to provide bond for paint. 
Available in 7’ lengths with screws—in- 


“CASE-TITE” SNAP-ON 
WEATHERSTRIP 


Designed for metal casements and made 
of special spring alloy aluminum. It's in- 
expensive and simple to apply —no nails, 
screws or special tools required. Snaps 
on sash frame and is held firmly by its 
own tension. In bulk (6 lengths), or in cut 
sets for 2, 3, 4 light vents. 


ORDER FROM YOUR JOBBER TODAY 
OR WRITE FOR CATALOG 


NATIONAL METAL 
PRODUCTS COMPANY 


National Metal Products Co. 
2 Gateway Center, Pittsburgh 22, Pa. 
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All metal and mounted on casters, its 
dimensions are 22” x 22” x 45%” and 
requires less than 4 sq. ft. of floor 
space; permits complete self-service. 
Also available for dealers is a stand- 
ard assortment of window display 
material including ship cutouts, 
samples of Manila and sisal fibre, 
folders and pamphlets, and a color- 
ful dealer sign. Various counter dis- 
play cartons of jute twines, Mason’s 
line, and Christmas twine are also 
available. For more information— 
Write in No. F60 on card, Pg. 83 


Scott - Atwater Manufacturing Co., 
2901 East Hennepin Ave., Minne- 
apolis 13, Minn., in its “Advertising 
and Promotion Dealer Handbook,” 
covers all of the sales promotion ma- 
terial available to Scott-Atwater 
dealers in 1958. This material in- 
cludes formats and ad_ builders; 
window streamers which feature 
Scott-Atwater’s 1958 motors; hand- 
out stuffers; line folders; four color 
post cards; dealer decals; imprinted 
match books; service uniforms; deal- 
er stationery; miniature Scott-At- 
water plastic motors; a color bill- 
board; a one minute TV film spot an- 
nouncement, and a 20-second spot 
announcement; changeable translight 
displays; wobbler display; and a road- 
side sign, A giant color announcement 
display, a parasol featuring a 22 hp 
motor is one of the many signs and 
displays available. For more informa- 
tion— 

Write in No. F61 on card, Pg. 83 


©. Ames Co., Parkersburg, W. Va., 
is offering a wide variety of ad mats 
on its full line of garden tools. Avail- 
able in one column size, the mats pro- 
vide generous space for imprint and 
price. A proof sheet showing avail- 
able mats is available upon request. 
For more information— 

Write in No. F62 on card, Pg. 83 


Lawn-Boy Offers One-Year 
Warranty for 1959 Line 


Rospert C. FLOERSCH, manager of 
Lawn-Boy, Lamar, Mo., a division 
of Outboard Marine Corp., an- 
nounces that the company is offer- 
ing a one-year factory warranty to 
cover its 1959 line of nine Lawn- 
Boy rotary power mowers and its 
rider-mower vehicle, the Loafer. 





For information on 
CATALOGS & BULLETINS 
See Poge 48 














VICTOR 


HACK SAW 


BLADES 
BY REPUTATION, 
the better 
Hack Saw Blade 
BY SALES, 
a better 
profit producer 


Advertising presells your cus- 
tomers on the quality-made 
Victor Hack Saw Blade. Top 
performance re-sells them 
when they need a replacement. 
Every blade is the product of 
the best grades of alloy steel 
plus skilled workmanship that 
assures the purchaser of the 
best Hack Saw Blade he can 
buy...and at the right price. 


Special Flexible Blade 
Economy-priced blades for the average 
homeowner. 

Moly® High Speed Steel 
Long-life, outlasts standard high speed 
blades by 10 to 1. 





wer 


Victor Hack Saw Frames 


You get the correct blade tension every 
time, automatically. 


Two Colorful Display Cards 
Make your selling job easier by dis- 
playing these eye-catching, sales-build- 
ing displays where your customers can 
see — and buy. 


Display Card Ne. 166 holds 10 
“Molyfiex” blades, assorted. Display 
Card No. 45 holds 3 blade assortment 
of Special Flexible Blades. 


Sold Only Through 
Recognized Distributors 


| Spee aa 


Distributor for a supply of 
NEW Metal Cutting Booklets 
and Wall Charts. 


VICTOR a, 


VICTOR SAW WORKS 
MIDDLETOWN, WN. Y., U.S.A. 
Makers of Hand and Power Hacksaw Blades, 
Frames, and Metal and Wood Cutting 
Band Saw Blades of every type end size. 
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NEW PRODUCTS 


For more information on these new products 
use the return free post card on page 83 


Saw Blades 


Nicholson File Co., Providence 1, 
R. L., announces a line of Nicholson 
and Black Diamond hand hacksaw 
blades, Nicholson power blades, band 
saws and ground flat stock. Hand 
hacksaw blades are made in high 
speed steel and standard steel. 


In the line of hard edge flexible 
back band saw blades are the Nichol- 
son Magicut, an exclusive Nicholson 
development; and Nicholson hook 
tooth and skip tooth. Precision ground 
flat stock is available in more than 
1,000 sizes. For more information— 

Write in No. 802 on card, Pg. 83 


Water Ski Ropes 


Plymouth Cordage Co., Plymouth, 
Mass., is offering three types of Water 
Ski Ropes available in I and II Bar 
styles, all 4” diameter. 

The Polyethylene is a bright yellow 
floating rope, easy to see and grasp on 
surface of water, has 780 Ibs. mini- 
mum strength. The Yacht Manila is 
made from chosen manila fibers, has 


688 Ibs. minimum strength. The Linen 
is a soft, smooth, white rope, water 
resistant, flexible, with 1020 Ibs. 
minimum strength. 

Each tow line is 75 feet long with 
5” eye at outboard end for attaching 
to cleat on towing boat. For more 
information— 

Write in No, 803 on card, Pg. 83 


.22 Lever Action Rifle 


The Noble Manufacturing Co., Inc.., 
Haydenville, Mass., announces a 
hammerless, .22 cal. lever action rifle 
which is said to combine the desir- 
able features of lever action design, 
with “bolt action” rifle-type one-piece 
stock, and the cartridge capacity of 
a tubular magazine. 

Called the Model 275 and weigh- 
ing 5% Ibs., the piece has a short 
lever throw, visible feeding mechan- 
ism with positive extraction and 
ejection plus “safe fire control” (ev- 


a 


vet 
ae 
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er must be completely closed before 
gun will fire). 

The receiver is machined for quick 
detachable dovetail mount for tele- 
scopic sight. Stock and forend are 
of one piece, full length American 
walnut. A thumb operated safety 
is conveniently located for easy move- 
ment to on or off position. For more 
information— 

Write in No. 804 on card, Pg. 83 


“Clik-Stop" Wrench 


A new Challenger “Clik-Stop” 
Adjustable Wrench which holds ex- 
act jaw settings automatically, with- 
out levers, buttons or extra mechan- 
ism is announced by Penens Tool 
Corp., Schiller Park, Ill. The slight- 
est pull on the handle is said to lock 
automatically precision grooves at 
base of “Golden Knurl” into corres- 
ponding grooves on frame of wrench. 





The “Clik-Stop” has only two moving 
parts — lower jaw and knurl — and 
gives fractional jaw opening grada- 
tions as low as .0076” 

The wrench is of one-beam de- 
sign, forged from alloy steel chrome, 
fully factory guaranteed for material 
and workmanship, and has deep and 
unobstructed throat. It is available 
in sizes 4”, 6”, 8”, 10”, and 12”, and 
is also available in 12-piece assort- 
ments on the self-service Challenger 
“Wall-ette” merchandiser. For more 
information— 

Write in No. 805 on card, Pg. 83 


77 





Band-Saw Blade Dispenser 


A dispenser for its Star Brand 
band-saw blades is announced by 
Clemson Bros., Inc., Middletown, N. 
Y. The new Reel-Pac is a free run- 
ning permanent reel of non-break- 
able material, pre-packaged in indi- 
vidual corrugated cartons for re- 
shipment. The pre-pack cartons are 
clearly marked as to width and type. 


The 9%” diameter dispenser holds 
100 feet of blade without the usual 
container distortion caused by spring 
tension. The user pulls off the 
amount needed and then cuts. 

Three blade types are available in 


the dispenser in widths up to one- 
half inch. The gored-tooth blade, 
used for non-ferrous metals, plastics, 
wood, and large easily-machined 
ferrous sections where heavy feeding 
pressure is necessary; the flexible- 
back skip-tooth, for cutting non- 
ferrous metals, aluminum, magnesi- 
um, soft brass, bronze, plastics and 
wood; and the outline band-saw 
blade, especially designed for con- 
tour sawing of irregular shapes. For 
more information— 
Write in No. 806 on card, Pg. 83 


Chain Saw 


Lombard Governor Corp., Ash- 
land, Mass., recently introduced the 
“Super Gladiator” D-40A Chain Saw 
which is said to offer higher power, 
greater cutting speed, and “balanced 
design” construction. 











MORE POPULAR 
THAN EVER.. 


in their 
“SERVE L- 
YOURSELF” 
packet 


Moore Picture Hangers in their handsome, 
colorful Picture Window Packets sell faster, with 
less effort. They're easier to display, easier to 
handle, and the 4 different sizes are more 
quickly identified. For more picture hanger 
sales, stock these 58-year favorites. NOW IN 
TODAY'S MOST MODERN HANGER PACKAGE. 


For more information use Handy Return Card, Page 83 





BELONGS ON 
YOUR COUNTER 


The Moore 7208 Counter 
Display. 72 Packet ca- 
pacity, yet is only 1034" 
high, with 9” diameter 
base. All metal. Revolves. 
Ask your jobber. 














The Gladiator Chain Saw features 
a new Super 4.7 engine; new Tillot- 
son carburetor which cuts from ver- 
tical to 90° right side; exclusive di- 
rect “carburetor to crankcase” con- 
struction for quicker starting; auto- 
matic chain oiling, adjustable ac- 
cording to type of wood and varying 
degrees of temperature and incor- 
porates Lombard’s Standard Super 
Clutch; standard 7/16” pitch chain 
and needle and bal! bearings through- 
out. 

Manufacturer’s suggested retail 
price is $159.50 for 16” size. Com- 
plete saw weighs 24 lbs. 2 ozs.; avail- 
able in 16” and 20” sizes. A catalog 
sheet on the new chain saw is of- 
fered. For more information— 

Write in No. 807 on card, Pg. 83 


Quietflite Mower 


Lawn-Boy, Lamar, Mo., heads its 
1959 line of nine rotary power mow- 
ers and four-wheel all-purpose yard 
tractor with a new concept in the re- 
duction of power mower sound and 
vibration: the Quietflite. 

The aluminum and fiberglass, 19” 
Quietflite has a 2% hp Lawn-Boy 
engine which is isolated on three 
rubber shock mounts to prevent the 
broadcasting of engine vibrations to 
the handle and housing. A _ thick 
layer of sound-trap insulation inside 
the bonnet captures engine noise. An 
89.1 cubic inch twin chamber muffler 
is located under the Quietflite’s hous- 


ing where it substantially reduces 
exhaust noise. A new “blade stop” is 
said to eliminate the possibility of 
crankshaft bending and crankcase 
damage due to blade shock. Sug- 
gested retail price is $114.50. 

The complete line of lightweight 
aluminum Lawn-Boy rotaries in- 
cludes the completely self-propelled 
21” and 18” Automower; the manual- 
ly operated 21” and 18” Deluxe; the 
21” and 18” Special, making its first 
appearance in the line; the 18” 
Economy and the 18” Electric. The 
four-wheel Loafer combines the rug- 
gedness of a farm tractor with a 
simplicity of design that enables 
youngsters to operate it. For more 
information— 

Write in No, 808 on card, Pg. 83 
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Tape, Tape Rule Special 


A special, gift-boxed tape and 
tape rule combination for Christmas 
sales is announced by The Lufkin 
Rule Co., Saginaw, Mich. 


A 50-ft. Banner White Clad steel 
tape and a 6-ft. Lady’s Man tape rule 
are packaged together in a silver 
and white striped gift box. The 
Lady’s Man has a pastel colored, 
plastic case and a %4-in. wide, white 
blade marked inches to 16ths on one 
side and has a “Cooking Tempera- 
tures” chart on the back side. The 
No. HW223 Banner tape is the fastest 
selling length of the White Clad steel 
tapes, the company states. 

The No. XHW223 Combination 


sells at $5.29, the regular price of 
the HW223 Banner Tape only. For 
more information— 

Write in No. 809 on card, Pg. 83 


Catalina Rotary Mowers 


The 1959 18” and 21” Catalina de- 
luxe rotary mowers set a new stand- 
ard in mowing ease and safety with 
fingertip control of every operation, 
according to Moto-Mower, Inc., Rich- 
mond, Ind. They offer stand-up 
starting, full handle control of opera- 
tion, and selector lever wheel ad- 
justment. 

The company is backing its com- 
plete line of 1959 models with a full 


& 


year’s warranty on both engines and 
mowers. For more information— 
Write in No, 810 on card, Pg. 83 


2-Tray Tackle Box 


The UMCO Corp., Spring Park, 
Minn., announces the addition of 
Model 802R to its 1959 line of Royal- 
ite tackle boxes. The new box has 
rugged chip-proof case which is im- 


pervious to salt water, oils, and gaso- 
line; offset trays with Lur-Gard 
liners; separate reel compartment and 
extra reel chip. Retails for $9.50. Two 
cantilever trays have 10 compart- 
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in the world.... 


MOULI 


KITCHEN 
HELPERS 


THE KING SIZE 
SALAD MAKER 


slices! chops! shreds! 


grates! shaves ice! 
Non-slip rubber -tipped fold- 
away legs... won't scratch, 
saves space. Individually pack- 
aged in multi-color display 
carton. Let folks know you 
have Mouli... DISPLAY ‘em 
and watch ‘em go! 


MOULI Manufacturing Corporation 
91 Broadway — Jersey City 6, N. J. 
Phone: HEnderson 5-7267 


For more information use Handy Return Card, Page 83 





ments for bait casting plugs. The case 
measures 15” in length, 64%” wide, 
and 64%” high. 

A companion box called the Model 
802 has the same features and speci- 
fications except for a rustproof alum- 
inum case; priced at $8.95. 

UMCO’s complete 1959 line includes 
29 aluminum and Royalite tackle and 
spin boxes, priced to $24.95. For more 
information— 

Write in No. 811 on card, Pg. 83 


Riding Mower 


Another new “Gard-N-Yard” tool, 
now being produced by the Ariens 
Co., 109 Calumet St., Brillion, Wis., is 
the Imperial Riding Mower, a color- 


ful machine in orange and white. 

Powered by a 4% hp Lauson or 
4% hp Clinton engine with recoil 
starter, the mower incorporates a 
number of new features. With its 26” 
Flex-N-Float rotary mower with 
regulating wheels to follow ground 
contour and side runners to prevent 
turf scalping, it is said to mow on 
hills up to 50% grade with full sta- 
bility uphill, downhill, quartering or 
full side. Interchangeable Insta- 
Hitch 30” reel mower, bulldozer blade 
and other attachments will be avail- 
able, for all year use; may be at- 
tached or detached, without the use 
of tools, in a few minutes. It has an 
optional 12-volt automotive - type 
electric key starter. Finger-tip oper- 
ating controls; 4 forward speeds, re- 
verse; automotive-type differential; 
adjustable spring-mounted seat; com- 
bination tiptoe clutch and brake are 
additional features. For more in- 
formation— 

Write in No. 812 on card, Pg. 83 


Rotary Tiller 


A budget-priced, quality built ro- 
tary tiller for suburban and all home- 
garden needs was introduced recent- 
ly by Hahn, Inc., Evansville, Ind. The 
Pow-R-Boy 66 features modern com- 
pactness, lightweight structure, and is 
an orange and white color combina- 
tion. 


Six double-end one-piece welded 
tines and a built-in depth stick add 
to Pow-R-Boy’s performance. Tillage 
width is 14 inches and with extension 
tines, a maximum of 24-inch tillage 
is available. Finger tip clutch control 
is another feature of the Hahn prod- 
uct. 

The Pow-R-Boy is available in four 
leader models, from 24% to 2% hp, 
with rope and recoil starters, and 
Clinton and _ Briggs-Stratton § air- 
cooled engines. Retail list prices, 
f.o.b. factory, are from $119.95. For 
more information— 

Write in No. 813 on card, Pg. 83 











removing the rope. 


pounds of Fitler Rope. . 


EST. 1804 
Philadelphia 24, Pa. 





* FOLDS FOR SHIPMENT 
LIGHT IN WEIGHT 

NO ASSEMBLY 
CONVENIENT AND STURDY 


ATTRACTS ATTENTION 


FITLER ROPE RACK 
FOR OCTAGONAL BOXES 


The Fitler Rope Rack requires only 20” x 30” of floor 
space, leaving valuable room for other products. Reo is 
kept off the floor, eliminating loose ends which get dirty. 
The boxes are tilted forward on the rack, providing easy 
access into the hand holes in the tops of the boxes for 


This valuable sales aid may be obtained for a fraction of 
its manufacturing cost when accompanied 4! order for 300 
. it pays for itself in 


SOLD BY HARDWARE DEALERS EVERYWHERE 


THE EDWIN H. FITLER CO. 


efficiency. 








E. L. Hornibrook Co. 
Box 176, 
Avondale Estates, Ga. 


LOOK! Smo-o-o-th Edge 


Wright Weldedge Hardware Cloth 


has strength and rigidity . . . heavy gal- 
vanizing . . . uniform and smooth edge .. . 
unrolls straight and flat. 2x 2,3x3, 4x4 
and 8 x 8 mesh. 


Available from jobbers everywhere 


— <WRicuT> — 


G. F. WRIGHT STEEL G&G WIRE CO. 
WORCESTER, 


MASSACHUSETTS 


Lewrence J. Baidwin & Son, 
306 Carondelet Bidg. 
New Orleans 12, La. 





For more information use Handy Return Card, Page 83 SOUTHERN HARDWARE for November, 1958 





Griptite Staples 


The new Griptite Staples announced 
by Tennessee Coal & Iron Division, 
United States Steel Corp., Fairfield, 
Ala., feature true nail points for 
easier starting and driving; flattened 
heads to help prevent glancing blows; 
barbed leg for greater holding pow- 


ay Pw e& wv & & wb & we 


j 
— 
_™ 
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er, wood fibers tend to become set 
in barbs retarding tendency to back 
out. 

Full 1% inches long, the design 
gives 4% more staples per pound, the 
company states. Available bright or 
galvanized. Samples and descriptive 
folder available upon request. For 
more information— 

Write in No, 814 on card, Pg. 83 


Saw Horse Bracket 


A Saw Horse Bracket, designed 
especially for carpenters, contractors, 
painters, and other commercial users, 
is offered by the Chas. O. Larson 
Co., Sterling, Ill. The No. 1424 Quick 
Clamp Saw Horse Bracket is made of 
extra heavy gauge steel and is said 
to provide 100 percent support to the 
crosspiece. 

The No. 1424 is designed for use 
with either 2 x 4 or 1 x 4 lumber 
with easy adjustments for using eith- 
er size lumber. A Spin Speed Nut 
feature giving 7 to 1 leverage locks 
the Saw Horse in position. clamping 
legs tightly on all sides. No nails or 
screws are needed. Saw Horses are 
set up or knocked down in seconds 

In making scaffolding, the com- 
pany states that brackets for scaffold- 
ing up to six feet high may be used 
with complete safety. 

A similar, but smaller model, the 
#1222, for 1 x 2 or 2 x 2 lumber 


for Saw Horses up to 4’ high, and a 
larger model, the #1626, for 1 x 6 
or 2 x 6 lumber for Saw Horses up 
to 8 high are also available. For 
more information— 

Write in No. 815 on card, Pg. 83 


Wing-Ding Gun 


A gun for rapid installation of 
Wing-Ding hollow wall fasteners is 
announced by the Diamond Expan- 
sion Bolt Co., Inc., Garwood, N. J 

The gun installs all three sizes of 
Wing-Ding anchors. The complete 
unit contains the gun, four arbors— 





ALWAYS SELL GENUINE D 


«MOLY © 


jnzy 


SCREW ANCHORS and JACK NUTS 





World's Largest 
Producer of 


Brass Padlocks 
Sela Ge ae) 


EN TUELC 


LANCASTER, PA. 


more 


ACCO 


products 


AMERICAN CHAINS 


for Farms, Homes, industry 
and Transportation 





co 





for Steady Profits all year ‘round— 


Buy AMERICAN 


Dirplay AMERICAN [om 


in this sales-making Stand> 


Sell AMERICAN 


order from your AMERICAN CHAIN wholesaler 


American Chain Division 


AMERICAN CHAIN & CABLE 





4(MARSHALLTOWN) 
J 


MARSHALLTOWN TROWEL COMPANY s+ 


TROWELS 


MARSHALLTOWN, IOWA 
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Using the Wing-Ding gun, the in- 
EN ») E stallation of wall anchors is accom- 
septic tank plished as follows: Place the arbor, 

which corresponds to the Wing-Ding 


TR 0 Uj B l ES | to be used, in the gun and lock it in = —— 
place with the Allen wrench; slip —_ yy 

? the Wing-Ding over the arbor and ’ —=§ RAYERS- 

engage the threads; insert in the wall a 

. ~~ a 


NEW and squeeze the handle until the : 


t tH é i A [ l anchor is set; make an approximate “CHOICE for Quality the 
a 30-degree counter-clockwise turn " 
with the gun and withdraw it, and World Over for 70 Years 
ACTIVE N Matt the installation is complete. For more 
information— SMITH Ritesize 
Write in No, 816 on card, Pg. 83 SPRAYER 


‘*The ladies’ choice.’’ Light 
weight. Operates easily. 65 
ft. ofl proof hose enables 
user to set sprayer on ground 


and ride . Adjust- 
Portable Burner ble Seocte, Wacarpessed, 
The Turner Brass Works, Syca- Many other styles and sizes 


more, Ill., announces its new line in 
portable propane lighting, cooking, SMITH 


and heating. The line, known as 
“Quick-Set,” operates by means of PESTMASTER GARDEN Duster 
World's 


G. N. COUGHLAN COMPANY 
West Orange, N. J. 
I Ceesnen Getteret Easy-Aid sitver Cleaner 


c 

















one-4SS, two-4SL, and one-5SL), and 
an Allen wrench. When the Wing- 
Ding gun is used, the hollow wall 
anchors can be furnished assembled, 
either without screws or with screws 
of varying lengths and special heads. FACTORY REPRESENTATIVES 
WANTED 





connecting hose and a 5, 10, or 20 lb. 
propane storage tank, and is designed We have an ideal opportunity for manu 
for use in cabins, cottages, trailers, facturers' agents, or representatives with 
ery tt b , ‘ lished manufacturer in our field and are 
: g racket adds to its expanding our markets. We need repre 
convenience. The bracket clamps on sentation in many areas to present our 
to the base of the unit and can be merchandise and program and establish 
fastened with a thumb screw to any key dealers and maintain contacts. The 
table, shelf, door, window, boat gun- market is wide open with high earning 
wale, and with screws or a nail may potential. Good contacts with hardwar: 
be fastened to a vertical surface. and garden trade dealers desirable 
Two units may be operated from a Write P. O. Box 878, Oshkosh, Wis 
single tank of gas by using a double consin 
hose adaptor that is available. Hoses 
come in 6’ and 12’ lengths. 
Refillable propane tanks are avail- 
able from the company or may be 
rented or purchased from any of the . 
bottled gas dealers. For more infor- aan, Waneeey ANS name. Suse 
opportunity for man 28 to 36 willing to 
mation— work. Reply in own handwriting to Box 


LIVESTOCK SUPPLIES Write in No, 817 on card, Pg. 83 711, 806 Peachtree St. N.E., Atlanta, Ga 
The Largest Wholesale Stock in 
the South 


exclusive territory. We are an old, estal 








Old established manufacturers’ represen 
tative wants salesman to work Tennessee 

















h WANTED: FACTORY SALESMAN 
bso rythi Old, established Hardware Manufacturer 
A lutely ove ing for the offers challenging opportunity for ag 
Livestock Farmer For information on gressive eae -" saver Eemttonstore 
states calling on ardware Wholesalers 
WRITE For Dealers Catalog SALES AIDS and Trade Supply Jobbers. Age: 25 to 
HD-5 45. Must have car and at least high 
"IF s 6 64 school education. Good salary orem 
ee Frage expenses. Reply to Box 712, SOU CRN 
BREEDERS SUPPLY & EQUIPMENT CO. HARDWARE, 806 Peachtree St, N. E 

P. ©. Box 1360 Tel. 2-8099 Lexington, Ky. Atlanta 8, Georgia 
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INFORMATION CENTER 


BOOKLETS © NEW PRODUCTS © ADVERTISEMENTS 


Help yourself to free literature 
and more details on any prod- 
ucts or sales aids mentioned in 
this issue. 


Instead of writing a dozen different manufacturers for free 
literature and more information on new products, and sales aids, 
just insert in the appropriate space provided on one of these 
postage-free cards the key numbers of the items in which you 
are interested, and drop the card in the nearest mail box. 

Use the cards also to get details on any advertisement— 
just insert the name of the company and page number in the 
space provided. 


Send information on these SALES AIDS and/or MEW PRODUCTS (ff im key sumbers): 


tr 


<n n ee eceee eee asec ce eee- ee eee- = sane eee eee + mene eee wee een nene ee --- 
————————— ene ee nee eee: neces e aee nee ees os ees meee eee omnes eens 


a cee eens eee eee nnn meee +o en ees oon oo en ae eee me ne oe eee 


Send Information on these ADVERTISEMENTS 





These cards 
can help 
you get 
valuable 

information 


BUSINESS REPLY CARD 


FIRST CLASS PERMIT NO. 582, SEC. 34.9, P. L. & R., ATLANTA, GA. 


Southern Hardware 


806 PEACHTREE ST. W. E 
ATLANTA 8, GEORGIA 


BUSINESS REPLY CARD 


FIRST CLASS PERMIT NO. 582, SEC. 34.9, P. L. & R., ATLANTA, GA. 


Southern Hardware 


606 PEACHTREE ST. N. E. 
ATLANTA 8, GEORGIA 
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Here’s why LILLISTON’S all new MOW' HAWK 
rotary cutter is running away with the field... 


MOW' HAWK pins a budget-price on high-powered performance 


You'll never believe this is a low-cost cutter! The MOW’ HAWK 
cuts and shreds staiks, mows pastures, chops up undergrowth, 
tops crops, mulches stubble, clears a wide 5-foot swath in one 
fast pass. Big, strong, dependable, it takes on the tough jobs 
wherever they are. The MOW' HAWK is the BIG BUY in 
rotary cutters — the finest value ever offered in its field. 


MOW HAWK’s advanced design introduces many special features 


TWO POSITION WHEELS on 40 H.P. RATING GEAR BOX is 


DEEP, YAWNING THROAT HEAVY DUTY IMPACT BLADES 
MOW’ HAWK Tow can be especially manufactured to 


gobbles up thick rank growth, are mounted on exception- 
lets MOW' HAWK scoop in ally strong blade arm assem- changed from side (open  Liilliston specifications. Slip 


and chew up stalks, weeds, bly. Axhead weights addtre- terrain) to rear (close cut- clutches available on special 
stubble and brush. mendous shattering force. ting) in minutes. order. 


Get in on the sales on the MOW’ HAWK 


Trail—send us this coupon now 


LILLISTON 
offers both 


LIFT 


and 


TOW 
MOW’ HAWKS 
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— BUSINESS BRIEFS— 


Wage Rates and Machinery Sales 


Any doubts about the future of farm machinery 
sales will be dispelled instantly upon a glance at the 
current level of wage rates paid farm labor. They 
soared to record high levels in early October, and the 
end is nowhere in sight. As farmers compete with in- 
dustry for the available workers, the pay scale goes 
up. Already, wages paid farm workers make up a 
major portion of the farmer’s production costs, and 
constitute a continuing threat to net profits. The only 
real solution lies in greater use of labor-saving equip- 
ment. The American farmer is going to remain in 
business and he’s going to operate at a profit. And he’s 
going to do this through ever increasing use of all 
types of farm equipment. When he’s sold on the ad- 
vantages, the farmer will buy. Mr. Dealer, the chal- 
lenge is yours! 


Factory Production 


Rising farm prices received and the resulting in- 
crease in farm income have had a healthy effect upon 
factory activity. In July, the latest month for which 
information is available, the value of shipments of 
wheel-type tractors, farm machinery and equipment 
was 22% higher than in the 24 month period from 
January 1954 through December 1955. New additions 
to tractor aiid machinery lines have been well-re- 
ceived, but the key to future sales volume may lie in 
the manufacturers’ ability to hold price advances to 
a minimum. 


Choices for the Cotton Farmer 


The Agricultural Act of 1958 provides for cotton a 
minimum national acreage allotment of 16 million 
acres. Without this provision the USDA says that 
probably the allotment would have fallen from the 
17.6 million acres for this year to 13.7 million acres 
in 1959. For each of the 1959 and 1960 crops of upland 
cotton each cooperating farmer will have to choose, 
for all the farm he operates between (1) having the 
regular farm acreage allotment and receiving price 
support calculated as at present by the “supply-per- 
centage” formula, but not less than 80% of parity for 
1959 and not Jess than 75% for 1960, or (2) having 
his allotment increased by up to 40% as determined 
by the Secretary of Agriculture with support 15% of 
parity lower than the support available to growers 
selecting plan #1. For 1959 the full 40% will be per- 
mitted. Final price support levels are to be announced 
by the Secretary of Agriculture no later than Jan- 
uary 31. 


t's Them Texans Again 


Farmers in the Lone Star state have a right to crow 
a little about the size of things. The USDA reports 
that in 1940 the average farm in that state consisted 
of 367 acres. Today’s farm has 500 and is highly com- 
mercialized with thousands of dollars invested in 
capital operations. Texas farmers and ranchers an- 
nually buy $59,000,000 worth of machinery, $106,000,- 
000 worth of petroleum products, $18,000,000 of 
pesticides, and $31,000,000 of lime and commercial 
fertilizers. 
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Aggressive Engineering 


rockets IH dealers into a 


NEW WORLD of POWER and PROFIT 


Aggressive, sales-winning dealers and aggressive, ad- 
vanced engineering go hand-in-hand. That’s why Inter- 
national Harvester has given its dealers a brand new 
world of tractors and implements to sell—over 60 spank- 
ing new sales-getters for the current sales season alone. 

It is this continuing engineering leadership that has 
kept IH and its dealers in a solid No. 1 position in 
world-wide farm machinery sales. It’s great to be an 
IH dealer—with a new world of power leading the way 
to a new world of profit. 
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“IT’S GREAT TO BE AN 
IH DEALER’ 
ts 


INTERNATIONAL HARVESTER 
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profit-making reasons 
why more 
dealers are selling 


CAMPBELL CHAIN 


Are you making 


full use of our 
Reader Service? 


The editorial and business staff 
of SOUTHERN FARM EQUIP- 
MENT is eager to serve you. 
One way in which we can help 
you is to make it easy for you 
to draw upon the wealth of 
technical and promotional! ma- 
terial available from manufac- 
turers. 


In the accompanying pages are 
the descriptions of many useful 
catalogs, helpful literature and 
sales aids. 


Check over the list of publica- 
tions and informative bulletins 
available, note the numbers of 
the ones you need on the handy 
return coupon on page 1/28, 
along with your name, title, 
company, and address plainly 
written. We will tell each 
manufacturer to send directly 
to you the information you 
want. 


Address your request to: 
READER SERVICE 


SOUTHERN 
FARM 
EQUIPMENT 


806 Peachtree St., N. E. 
Atlanta 8, Georgia 
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CAMPBELL CHAIN Ce nhany 
CAMPBELL tories end Werehevege: Yoik, Pa.; West Burlington, low 
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FACTS AND TRENDS 


> Farm Income 


Farmers' realized net income in the first three quarters of 1958 is esti- 
mated at an annual rate of about 13 billion dollars, 19% more than in 

the same period of 1957. Gross income in the first 18 months totaled 19.5 
billion dollars, 104% above the 1957 period. Receipts from livestock 

and products amounted to 12.2 billion dollars, a 10% increase, while 


crop receipts at 7.3 billion dollars were up 12% over the same period of 
the previous year. 


> Farm Costs 


Farm operating costs are running slightly above a year ago, with prices 

paid by farmers for all production items being higher in the third 
quarter than a year ago. However, the increase in expenses--less than 5%-- 
is more than offset by the 8% increase in gross income in the third quarter. 


> Commodity Highlights 


Milk production has leveled off this year after several years of increase. . 
the number of milk cows is down sharply .. . late summer and fall potato 
crops are forecast at about 12% above a year ago . . . production of fresh 
vegetables this fall is estimated to be 3% above last year... prices are 
likely to average near those of a year earlier. . . for all flue-cured tobacco 
belts through ey type dt the average price received was 57.2 cents per 
pound compared with 56.7 cents in the comparable period a year earlier. 


> Cotton 


A cotton crop of 12.1 million bales, up 1.1 million from 1957 is now expect- 


ed despite a substantial decline in acreage. The indicated yield per acre 
is a new record. 


> The Farm Customer 


Don't sell the farm customer short. The USDA reports that the American farmer 
is of prime importance as an industrial market. Agriculture buys more 
petroleum than any other industry. Farmers take 6,500,000 tons of steel 

and enough raw rubber to put tires on nearly 6,000,000 cars a year. And 
agriculture uses 50,000,000 tons of chemicals annually and more electric power 
than is used by Chicago, Detroit, Houston, Baltimore and Boston combined. 

In all, agriculture last year was a $14 billion dollar customer for industry. 


> Farm Prices Received 


A slight increase in the average of prices received by farmers through mid- 
September included higher prices for beef cattle, oranges, milk, eggs, and 
cotton. Bringing somewhat lower prices were hogs, chickens, and corn. 

With a record crop output in prospect, it is probable that farm prices 
will slide a bit in the months ahead. 
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only 


KEYLINE 


tells the 
story so often 


beg EP RM ya nao about Customers Know the Big Difference 
Syuas reeety Ms wag 2 ebsaey The Stretch Test Gives Them Proof 
other brand made. Their friends and 


neighbors talk about this fence that Your customers know it’s the extra straight-line wire that makes 


stands straight and tight. And they the Uiference between Keyline and ordinary poultry netting. 
This horizontal wire woven into the fabric prevents gaps or 


read about it in their favorite farm nites aici SAR TR 
publications—ten different magazines. ee ee ee 
acct ground . . . stands smooth and tight! The stretch test gives you 
No wonder Keyline is so easy to sell. . 
y me : and your customers proof. 
Keyline advertising and satisfied users 
do the pre-selling. Customers know 
the facts about this fence with the ex- 
tra straight-line wire. As a result, you 
get faster turnover. 
Keyline roll sign, ad mats and en- 
velope stuffers help you, too. Get ready 
now to increase profits by stocking up Ordinary Poultry Netting Keyline Poultry Netting 


i j ; Stretch a sample of ordinary hexagon Stretch a sample of Keyline. See how 
on Keyline Poultry Netting. Send in mesh poultry netting. See how it loses it holds its shape. See how it stays flat 


your order today. shape. See it bag, sag and bulge. and smooth. Goes up good and tight! 


KEYSTONE STEEL & WIRE COMPANY 
Peoria 7, Illinois 


makers of 


Red Brand® Fence + Red Brand Barbed Wire + Red Top® Steel 
Posts + Gates + Non-Climbable Fence + Ornamental Fence 
e« BalerWire « Nails + Keycorner + Keywall + Keymesh® 
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Even the chickens 
can tell the difference 
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There's a Nation Wide TREND to 


FOR BETTER FARMING 


AUTOMATIC 
LAND LEVELERS 
DIRT MOVERS 
SEEDBED FINISHERS 
moneda: SCRAPERS 


couldnt The Only Complete Line 


There are 7 all purpose (mechanical or hydraulic) Eversmon Models for 
all standard farm tractors—for Automatic Land Smoothing, Dirt Moving 
and Seed Bed Preparation. 


The New 


aire 


ou 
ae 


The New Eversman Scraper is designed to give fast, easy and economical 
earth moving. Precision hydraulic control of loading, hauling and dumping 
cycles. Two models designed to handle a wide variety of dirt moving 
jobs. Capacity 2 yards struck, 22 yards heaped. 


America’s Largest- 
selling Ditcher! 
THE 


RUBBER MOUNTED "LOATING 


HITCH DITCHER 
to build or clean 
irrigation and drainage ditches. 


Dealer Inquiries Invited —Write for Full Details 


EVERSMAN MFG. CO. 


DEPT. 96 CURTIS & FIFTH + DENVER 5, COLO. 
Eversman Has Served The Farmers of The Nation Since 1928 


IS WHAT 
YOUR 
CUSTOMER 


l aN? 
Memo to: ALL DEALERS 

The BIG PART OF OUR NAME IS HEAT . . . HEAT- 
HOUSER, pioneer in the tractor heater field, has always 
added new improvements . . . tinted windsheld, lower 
lines, longer wings, adjustments, BUT THE MAIN IDEA IS 
HEAT .. . The Flo-Thru design of HEAT-HOUSER insures 
that your customer will receive the maximum in heat and 
protection. When it comes to a tractor heater YOU KNOW 
THAT THERE IS QUALITY AND DESIGN WITH HEAT- 
HOUSER! ORDER YOUR FALL SUPPLY NOW. SEE YOUR 
HEAT-HOUSER DISTRIBUTOR. 

TWO MODELS 7 WIDE RANGE SELECTION 


a EE ou alty a Mobets ; 
THE COLORFUL ) 
LOW COST MODEL 
BURCH MANUFACTURING CO. 
Fort Dodge, lowa 
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STAR 


SERVICE SHARES 


FULLY GUARANTEED AS TO QUALITY, FIT, AND FINISH 
Patterns are available for practically all piows, 
listers, middlebreakers in No. 1 soft center or No. 2 
crucible steel of the highest quality obtainable. 
Also, we are now producing a new line of Star 
Blade-Type Plow Shares—in regular and short pat- 
terns—made from solid steel, rolled to our own 
strict specifications, and automatically heat treated 
for maximum strength and wearing qualities. You'll 
want complete details now. 


STAR MANUFACTURING COMPANY 


DIVISION OF ILLINOIS IRON & BOLT CO 
CARPENTERSVILLE, ILLINOIS, U.S.A. (Est. 1873) 


©6000 08008888SSSSSSSS888 
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NEWS HIGHLIGHTS 


Wholesalers, Manufacturers to Meet 
In Kansas City, Nov. 10-14 


Four outstanding speakers, five 
Round Table Product Group Dis- 
cussions, a meeting of Credit Men 
and a cocktail party for wholesal- 
ers are features of the Farm Equip- 
ment Manufacturers Association 
convention to be held November 
10-14 at the Muehlebach Hotel, 
Kansas City. 

Arch Maulsby, sales counselor 
and sales trainer will speak at the 
opening luncheon session Tuesday, 
November 11. At the following 
meeting of Credit Men, Rol Pritch- 
ard of Commercial Credit Equip- 
ment Corp. will tell how to let 
credit help do the selling. His pres- 
entation will be followed by a 
panel discussion on credit prob- 
lems. Later Tuesday afternoon 
product group meetings will be 
held on Haying & Harvesting; Till- 
age Tools; Chemical and Fertilizer 
Application; Materials Handling 
Equipment; and Power & Industrial 
Equipment. 


Export Market 


Wednesday morning will feature 
a session on the export market and 
how to reach it by Frank Eddy of 
Chicago; and using research in the 
farm equipment industry by Mr. 
Berndt Kolker, head of economic 
studies of the Midwest Research 
Institute. 

All manufacturers join to play 
host to wholesalers at a Host Cock- 
tail Party Wednesday evening. The 
wholesalers group meet concur- 
rently at the Muehlebach Hotel. 

FEMA President W. E. Munzell, 
Director of Sales of M & W Gear 
Co., Anchor, Il., reports that ad- 
vance room reservations indicate 
attendance will be unusually large. 
He states that special entertain- 
ment has been planned for the 
ladies including a bus tour to the 


Truman Memorial Library where 
Former President Truman _ will 
greet the ladies Tuesday afternoon, 
and Wednesday morning a special 
“Party Planning” program with 
T-V star Betty Lewis. Wives of 
wholesalers will be invited to these 
two functions as guests of FEMA 


Wholesaler's Program 


A seminar on selection and 
training of sales personnel will be 
a highlight of the program of the 
Farm Equipment Wholesalers As- 
sociation. 

Dr. William J. E. Crissy, presi- 
dent of Personnel Development, 
Inc., a consulting firm specializing 
in sales and executive selection, 
training and evaluation, will con- 
duct the seminar. Crissy is chair- 
man of the faculty of the National 
Sales Executives graduate school 
of sales management and market- 
ing. 

Two closed sessions will be de- 
voted to presentations by manufac- 
turers announcing development of 
new products. In addition, a panel 
discussion of manufacturer-whole- 
saler cooperation in product edu- 
cation and merchandising will be 
moderated by Howell Appling of 
Independent Distributors, Port- 
land, Ore. 

More than 250 factories are ex- 
pected to register executive per- 
sonnel for the annual FEWA Dat- 
ing Session and Factory Days No- 
vember 12-14, President R. J. 
Hamilton of Hamilton Equipment, 
Inc., Ephrata, Pa., reports. 

The FEWA convention will open 
on Monday, November 10, with an 
informal membership § gathering 
during the afternoon, culminated 
by a buffet dinner. Committee 
meetings are scheduled for that 
evening. 
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Kirby Sales Co. Named 
to Represent Bush Hog 


Eart Goopwin, vice-president 
and sales manager of the Bush Hog 
Manufacturing Co., Selma, Ala., 
announces the appointment of 
Kirby Sales Co., Hereford, Texas, 
as representative for the Bush Hog 
Heavy Duty Rotary Cutter in 


8B. H. and Terry Kirby 


western Texas, western Oklahoma, 
and the entire state of New 
Mexico. 

Principals of the Kirby Sales 
Co. are B. H. Kirby, and his son, 
Terry 


* 


Burch Plow Works Buys 
Progress Loader Division 


Burch PLow Works, Inc., 
Evansville, Ind., has announced its 
purchase of the Loader Division 
of Progress Manufacturing Co., 
Arthur, Ill. A. V. Burch, Sr., 
chairman of the board, stated that 
the addition of hydraulic loaders 
to the Burch “True Blue” line of 
tillage tools and planters broadens 
the market for Burch dealers to 
include industrial as well as farm 
sales opportunities. 

Burch Sales Manager Frampton 
T. Rowland reported the appoint- 
ments of additional sales repre- 
sentatives including G. G. Looney, 
Dallas, Texas, and A. L. Arnold, 
Plainview, Texas. 
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NEWS HIGHLIGHTS 


A-C Appoints Doggett 
Implement Sales Head 


RAYMOND C. Doccett recently 
was appointed implement sales 
manager, Farm Equipment Divi- 
sion, Allis Chalmers Manufactur- 
ing Co., Milwaukee, Wis. He suc- 
ceeds S. H. Sorensen, who is re- 
linquishing the position and as- 
suming lesser responsibilities with 
the company because of his health. 


Raymond C. Doggett 


Doggett joined Allis-Chalmers 
as a blockman at its Amarillo, 
Texas branch. In 1954 he was 
transferred to the Implement 
Sales Department at Milwaukee, 
and in 1956 was named assistant 
implement sales manager. He is a 
graduate of Texas Technological 
College, Lubbock. 


° 


Oliver Names Sales Head 
for Kansas City Branch 


THE APPOINTMENT of Robert C. 
Young as sales manager of The 
Oliver Corp.’s Kansas City branch, 
effective October 1, was announced 
by Clyde A. Hart, domestic farm 
machinery sales manager. 

Young has been an Oliver em- 
ployee since 1943 and supervisor 
of the Experimental Engineering 
Department at the company’s 
Shelbyville, Ill., plant for the past 
five years. 


° 


Allis-Chalmers Completes 

New Research Facilities 
ALLIS-CHALMERS Manufacturing 

Co., Milwaukee, Wis., has complet- 
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(Continued from page 95) 


Ford Introduces New Line at "Big Show™ 
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Gigantic tents with gaily colored pennants snapping in the breeze was the setting 
for the “Big Show™ in Birmingham, Mich. where Tractor and implement Division of 
Ford Motor Co. previewed a new line of exclusively industrial equipment and 
showed soon-to-be introduced agricultural products to more than 700 distributors 
and selected dealers. Ford employees became actors in skits dramatizing the 
organization's advertising and merchandising pians for 1958-59. The two-day 
show was highlighted by an outdoor demonstration and feature-by-feature com- 
parison of Ford's new industrial products with all competitive equipment 


ed construction of new engineer- 
ing, development, and research fa- 
cilities in Greendale, Wis., a Mil- 
waukee suburb, about two miles 
south of the company’s West Allis 
Works. The new facilities include 
two buildings providing approxi- 


mately 23,000 square feet of space, 
it was announced. 

One of the new buildings will be 
devoted to general office require- 
ments, the other will contain three 
laboratories, machine tool and test- 
ing areas. 


CONVENTION DATES 


Alaboma, Nov. 20-21, Thomas Jeffer- 
son Hotel, Birmingham, Ala. Secre- 
tary, F. A. Kummer, Box 630, Au- 
burn, Ala. 


Cerolines, Jan. 25-27, Hotel Wade 
Hampton, Columbia, S. C. Secretary, 
A. A. Chappell, 210 National Bank 
Bidg., Wilson, N. C. 


Deep South, Nov. 29-30, Hotel Monte- 
leone, New Orleans, La. Secretary, 
John J. Crawford, 1407 Murray St., 
Room 206, Alexandria, La. 


Florida, Nov. 7-9, Ft. Harrison Hotel, 
Clearwater, Fla. Secretary, Allen 
Hutchinson, Box 3066, Orlando, Fla. 


Georgia, Dec. 1-2, Dinkler-Plaza Ho- 
tel, Atlanta. Secretary, Joe F. Pruett, 
550 Riverside Drive, Macon, Ga. 


Kentucky, Nov. 13-14, Kentucky Hotel, 
Louisville, Ky. Secretary, Ernest L. 
Clark, 628 S. 6th St., Louisville 2, Ky. 


Mar-Del-Va, Feb. 16-18, Emerson Ho- 
tel, Baltimore, Md. Secretary, Millard 
E. Eyler, Box 285, Winchester, Va. 


Mid-South, Jan. 19-20, Hotel Peabody, 
Memphis, Tenn. Secretary, Thad Car- 
raway, Chisca Hotel Bldg., Memphis. 


Mississippi Valley, Dec. 9-10, Shera- 
ton-Jefferson Hotel, St. Louis, Mo. 
Secretary, W. E. Parsons, 220 Shera- 
ton-Jefferson Hotel, St. Louis, Mo. 


Okichoma, convention and exhibit, 
Feb. 22-24, State Fair Grounds, Okla- 
homa City. Oklahoma Biltmore Hotel 
headquarters, Executive Vice-Presi- 
dent, William B. Ruxlow, Association 
Bldg., 607 N. Dewey Ave., Oklahoma 
City. 


Texes, Jan. 11-13, Statler Hilton Ho- 
tel and Memorial Auditorium, Dallas, 
Texas. Secretary, Ray M. Souder, 
1108 Gibraltar Life Bldg., Dallas, Tex. 


Tri-State, Feb. 8-10, Herring Hotel, 
Amarillo, Texas. Secretary, R. B. Al- 
len, Canyon, Tex. 


Virginia, Feb. 1-3, John Marshall Ho- 
tel, Richmond, Va. Secretary, David 
Raine, Suite 6, Mutual Bldg., Rich- 
mond, Va. 
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Record crop produc- 
tion, higher prices, and 
improved net farm in- 
come all point to an 
expanding market for 
new and used farm 
equipment down South 


he Southern 
arm Equipment Market 





State and Region Total 
1957 


Delaware 60.602 
Maryland enti 146,664 
Virginia ... 

West Virginia 

North Caroline 

South Carolina 

Georgia ’ 

Florida = 453,330 


South Atlantic Region 1,610,239 


Kentucky 241,599 
Tennessee 204,592 
Alabama 182,725 
Mississippi : 185,402 
Arkansas 210,516 
Louisiana : 133,102 
Oklahoma — 238,839 
Texas .......... 746,033 


South Central Region 2,142,808 
TOTAL , 3,753,047 





Cash receipts from farm marketings, by States, January-July 1957-58 


1958 


60,897 
145,516 
201,243 

55,362 
256.606 
110,252 
312,990 
527,628 


1,670,494 


223,690 
2 92 
205.267 
199,522 
212,659 
133,221 
363,673 
1,047,265 


2.587.589 
4,258,083 
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meg FARM equipment re- 
tailers can with reasonable cer- 
tainty look for improved sales of 
machinery and equipment during 
1959. As 1958 nears its close vir- 
tually all the economic factors 
pointed to a further expansion of 
the market. 

These signs coupled with the 
current upward trend in industry 
sales are responsible for a consid- 
erable optimism on both the retail 
and factory level 

After climbing steadily upward 
in 1956, cash farm income declin- 
ed moderately in 1957, then re- 
sumed its uptrend in the first eight 
months of 1958. During this same 
period prices received by farmers 
have averaged 6% above last year, 
and the volume of marketings have 
been about 4% larger 

Farm operating costs also have 
continued their steady increase, 
but this has not been enough to 
offset the higher rate of cash re- 
ceipts. This is especially signifi- 
cant, for increased net farm in- 
come ultimately will be reflected 
in farm purchases of needed ma- 
chinery and labor saving equip- 
ment 

Just what is the farm income 
situation? In the first 8 months of 
1958, farmers’ cash receipts from 
marketings totaled nearly 19% 
billion dollars, or 104% more than 
in the corresponding period last 
year. At the same time the USDA 
estimates that farmers’ realized 
net income in the first three quar- 
ters of this year is at an annual 
rate of about 13 billion dollars, 
19% more than in the 1957 period 

(Continued on page 118) 
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A™ ATTEMPT to evaluate pros- 
pects for Southern agriculture 
in the years immediately ahead 
must include, among other things, 
the following basic considerations: 
(1) Increased industrialization 
in the South, both in the 
cities and in smaller towns 
and communities; 
Population changes — in- 
creasing total population 
and declining farm popula- 
tion; 
Larger farms 
farm workers; 
Increase in specialization; 
Changes in demand for farm 
products; 
Chronic surpluses of some 
products; 
Government programs de- 
signed to control production 
and support prices and in- 
come; 
Technological 
ments. 


and fewer 


develop- 


industrialization 


In every Southern state from 
Virginia to Texas industrial expan- 
sion in recent years has been one 
of the most significant develop- 
ments in the history of this section 
of the country. Many economists 
are predicting that the expansion 
of industry which has thus far 
taken place in the South is indica- 
tive of even more rapid expansion 
in the immediate future. This de- 
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The Outlook for 


outhern Farming 


By Kenneth Treanor 


Director 
Georgia Branch Experiment Stations 


velopment is not confined to any 
particular section of the South or 
to any particular section of any 
state. It is taking place in cities, 
towns, and communities from the 
Potomac to the Rio Grande. 
Industrialization in the South is 
affecting Southern agriculture in 
a number of ways, some of which 
are by (1) furnishing employment 
for under employed farm laborers, 
(2) furnishing additional markets 
for farm products, and (3) in- 
creasing the number of part-time 
farmers. These developments are 
attended, of course, by a decreasing 
farm population and an increasing 
non-farm and part-time farming 
population. The net result is great- 


er income for the people who re- 
main on farms and greater income 
for those who left to go to industry 
It is anticipated that the family 
farm will continue to be the rule, 
but family farms will continue to 
increase in size. 

For many years the pressure of 
farm population on farm land was 
regarded as one of the more diffi- 
cult problems facing Southern 
farm people. This is true no longer 
in most sections of the South. In- 
dustry has given employment to 
farm people by the hundreds of 
thousands, thereby reducing the 
number of people remaining on 
farms and increasing the acreage 
available per farm person. The 
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people who left the farms to go to 
industry are contributing to the at- 
tainment of the long sought for 
balance between agriculture and 
industry. They are contributing 
their labor to industry and they 
are furnishing an additional mar- 
ket for the products produced by 
those who remain on farms. 


Population Changes 


Farm population in the country 
as a whole has been declining 
rapidly and steadily in recent 
years. The number of people liv- 
ing on farms in the United States 
declined from 25 million in 1950 
to 20.4 million in 1957. This is a 
decline of 18.4 percent. The total 
population, on the other hand, has 
increased from 152 million in 1950 
to 171 million in 1957. This is an 
increase of 12.5 percent. Total 
population is increasing at the rate 
of about 3 million per year or over 
8000 every day. The decline in 
farm population and the increase 
in non-farm population have been 
greater relatively in the South 
than for the country as a whole. 

The shifts in population from 
farms to towns and cities have, of 
course, had far-reaching effects, 
not only on the number of farms, 
but also the average size of farm 
and types of farm organization. 
The average size of farm in Geor- 
gia, for instance, according to the 
Census definition, has increased 
from 101 acres in 1935 to 145 acres 
in 1955. This is reasonably typical 
of the trends in most sections of 
the South. 

Larger farms, fewer farm peo- 
ple, and acreage allotments on 
basic commodities have resulted in 
significant changes in land use, 
capital requirements, credit ar- 
rangements, systems of farm man- 
agement and farm income patterns. 

For many years diversification 
was regarded as one of the tenets 
of sound farm management. To 
have several income producing 
enterprises was thought to be the 
best means of distributing risk with 
respect to weather and prices. On 
a great many farms this is still 
true. However in some sections 
there has developed a high degree 
of specialization, and it is apparent 
that this method of production is 
spreading to other areas and to 
more commodities. 

The most familiar example of 
highly developed specialization or 


Larger farms, fewer farm workers 


Changes in land use 


Increased specialization 


Expanded market for farm products 


Changes in demand for products 


Technological improvements 


“vertical integration” in Southern 
agriculture is in the production of 
broilers. Under this system the 
farmer furnishes the land, the 
labor, and the buildings necessary 
to produce broilers. The business 
man, who may be a feed manufac- 
turer, a processor, a hatcheryman, 
or various combinations of the 
three, furnishes baby chicks, feed, 
and technical “know how.” The 
broilers are grown under contract 
at a fixed amount per pound or 
per bird. It is estimated that 95 
percent or more of the broilers 
produced in Georgia, where this 
development is centered, are pro- 
duced under contract. Broiler pro- 
duction has increased in Georgia 
from 3% million head valued at 
$1,495,000 in 194C to 261 million 
head valued at $150,336,000 in 
1957. The annual value of broilers 
produced in Georgia now exceeds 
the value of the cotton crop in that 
state. The phenominal increase in 
broiler production has been made 
possible to a large extent by so- 
called “vertical integration.” 

An interesting side light on the 
broiler development has been a 
remarkable increase in feed ef- 
ficiency. In the early days of the 
commercial broiler industry, less 
than 20 years ago, it took about 
4 pounds of feed to produce one 
pound of broiler meat, and it took 
12 to 14 weeks to make a broiler 
weigh 3 to 34% pounds. At present 
most producers finish their broil- 
ers at 3 to 3% pounds in 8 or 9 
weeks on a feed conversion of a- 
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bout 24% pounds of feed per pound 
of broiler meat. 

Integration of financing, produc- 
tion, and marketing is being car- 
ried on with enterprises other than 
poultry. Pig parlors by the hun- 
dreds, for example, are being set 
up. Various contractual arrange- 
ments between farmers, feed man- 
ufacturers, and processors are be- 
ing tried. This development is too 
new to evaluate properly, but many 
well informed people see no reason 
why vertical integration cannot be 
made to work as well with other 
commodities as with poultry. 

Some observers point out the 
possibility that farmers under a 
system of vertical integration tend 
to become laborers for credit mer- 
chants and business men, and that 
they might not participate in prof- 
its to the extent to which they are 
entitled. Others contend that this 
is offset by reduction of risk and 
that this system provides capital 
and technical assistance which 
might not otherwise be available. 
In any event this will be an in- 
teresting development to watch. 


Changes In Demand 


It is estimated by competent ag- 
ricultural economists that, barring 
war or depression, total consump- 
tion of farm products in this coun- 
try will increase by about 20 per- 
cent by 1965. This increase will be 
brought about by a 15 percent in- 
crease in population (190 million) 

(Continued on page 118) 
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No Losses ! 
on Trade-ins 


By Baron Greager 
Southwestern Editor 


N THIS dealership they buy a 

regular 15 - minute television 
program, drive a _ reconditioned 
tractor into the studio, display it, 
review its history, tell what has 
been done to it in the shop. Quite 
often that tractor is just as good 
as sold by telephone before the 
program ends. 

The 15-minute show costs $77. 
It sounds like real money when 
you figure it out to $5 per minute. 
But the actual sales results are 
near-spectacular. For hundreds, 
maybe thousands of farmers see 
that tractor. The paint job is so 
good a TV viewer wouldn’t know 
it from a new tractor except, may- 
be, for the tires. And the “com- 
mercial” is a straightforward dis- 
cussion by the company manager 
who talks the language—not a 
trained announcer. 

When you show merchandise on 
a TV program and offer it for sale, 
that merchandise must be good, 
both inside and out. So when a 
reconditioned tractor rolls onto the 
stage for the TV debut, it is the 
product of a smoothly-operating 
system for handling trade-ins at 
a profit. Carefully evaluated, 
thoroughly cleaned, completely re- 
conditioned mechanically, painted 
to look new, and it carries a war- 
ranty. 

This is the farm equipment 
branch of the Otho Motor Co., in 
Mineola, in East Texas, where the 
John Deere dealership displaces 
about one-fourth of the space 
available in an enterprise that also 
features Oldsmobile and Chevro- 
let. 
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Donald Pack, farm equipment manager for Otho Motor Co., illustrates 
how price tag is attached to every piece of reconditioned equipment 


But neither Owner Otho Mc- 
Kaig, nor his farm equipment 
manager, Donald Pack, consider 
television promotion either expen- 
sive or spectacular. They buy TV 
time at $5 a minute because it has 
proved to be the most productive 
and, consequently, most economi- 
cal means of promoting trade-in 
sales. 


Adds te Prestige 


Pack is thoroughly convinced 
that a reconditioned tractor, dis- 
played and described on TV, 
brings $100 more than the same 
tractor would bring without TV 
promotion. He says TV lifts a re- 
conditioned tractor to the prestige 
level of nationally - advertised 
merchandise. Does a job of glam- 
orizing. 


On practically every occasion of 
a TV program promoting recondi- 
tioned farm equipment, at least 
one, sometimes more, prospects 
telephone Pack at the studio. Busi- 
ness resulting from just one such 
call paid a substantial amount of 
all television costs last year. In 
this case, a farmer telephoned that 
he would be in Mineola next 
morning to “buy that tractor.” He 
was waiting when Pack opened 
the doors, and bought the tractor. 
Since then he has bought two 
more tractors, two hay balers, two 
rakes and quantities of parts. 

However, TV sales, impressive 
as they may be—and more of that 
later—are possible only as a result 
of the reconditioning policy. The 
effectiveness of this policy is illus- 
trated by an incident related by 
Owner McKaig. 


Trade-ins, the old bugaboo of the indus- 
try, worry this dealer none at all. He's 
set up an effective system for handling 
trade-ins that assures a profit on every 
transaction. From initial appraisal of the 
used equipment through final pricing, this 
article explains just how he accomplishes it 
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Pack left, and Owner Otho McKeaig — a price tag. This company has found 


television to be a ing meons 


“We had on hand a tractor we 
had reconditioned and painted. We 
had also put on new decals, which 
we do in the case of every recon- 
ditioned tractor. 

“This was a competitive make 
tractor, famous by name. It looked 
like a new tractor and our com- 
petitor, the dealer for that factory, 
heard about it. He came and 
looked at it and bought it outright. 
Said he was taking it back to his 
shop and would tell his men that 
was the way he wanted his trade- 
ins reconditioned.” 

The principal points in the sys- 
tem of this dealership will be de- 
tailed to some extent in their nat- 
ural order—trade-in allowance, 
reconditioning, warranty, price tag 
and promotion. 


Devoted to Truck Farming 


This area of East Texas is de- 
voted largely to truck farming. 
Principal crops are watermelons, 
sweet potatoes and blackberries, 
there being one berry farm of 
7,500 acres. Cattle figure promi- 
nently in the economy. But, as a 
general rule, most trade-ins in- 
volve tractors and balers, with the 
biggest traffic in tractors. Nearly 
all are one and two-row tractors. 

TRADE-IN ALLOWANCE: “If 
the tractor is a late-enough model 
and if it has a cash value to us of 
$400 or more,” said Pack, “we 
bring it in and run it through the 
shop. 

“If, in our opinion, the cash 
value is under $400, we do not re- 
condition, but sell as is. Our pol- 


of promoting sales of used equipment 


icy is to have a few such tractors 
on hand, some that can be bought 
for as low as $300. There are al- 
ways a few customers who want a 
cheap tractor. 

“The better tractors, of course, 
get our best treatment. In arriving 
at the allowance for a used tractor 
taken in trade, we consider vari- 
ous factors.” 

For Pack’s procedure, consider 
the hypothetical case of a farmer 
who wants to trade a used tractor 
on a new tractor, the assumed list 
price of the latter being $2,600. 
Cost of this new tractor to the 
company will be specified here as 
$2,150. 

Pack inspects the used tractor 
and concludes its cash value—to 
him—is $600 because, by spending 
$100 on this used tractor, he knows 
it will bring $895 in his market. 
This will produce a profit on the 
used tractor of $195. 

From the cost of $2,150, he sub- 
tracts the estimated cash value of 
the used tractor, $600, leaving 
$1,550, which is the net difference 
in this deal between farmer and 
company. (Incidentally, the used 
tractor will show on company 
books at a value of $600 so there 
will be no artificial bookkeeping 
profit.) 

Pack now decides arbitrarily 
that he should have a profit of 
$200 on the new tractor. So he 
adds the $200 to the net difference 
of $1,550, giving him a total of 
$1,750 as the trading difference in 
the deal. 

This difference of $1,750 is sub- 
tracted from the list price of the 
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$395 


AN- DEERE M 
CULTIVATOR 
PlaayeR- Fes FERT 
Disk-FLo 
Disk - HARE Row 
MawesR 


93952 


Price tag contcins information for 
both sclesman and customer. At top 
is code number which informs seoles- 
man of the cost to the company or 
the amount invested in the used unit 








company's 
color scheme 
later adopted 


Elbert Willingham, the 
pointer, devised the 
thet John Deere Co. 


tractor, $2,600, to arrive at the 
amount allowed the farmer for his 
used tractor in the trade, or $850. 
So the company emerges from 
this deal with a profit of $395— 
$200 on the new tractor and $195 
on the used tractor. But—in the 
$100 spent to recondition the used 
tractor, there was $45 in labor and 
$55 worth of parts. If Pack was 
correct in estimating $100 for re- 
conditioning and the shop encoun- 
tered no trouble, there should be 
a profit of $15 on the labor and 
another profit of $17.50 on parts. 
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As a backdrop for television program a similar view of that shown above is blown up 18 feet long and eight feet high 


This makes $32.50 to add to the 
profit of $395 for a grand total of 
$427.50 profit on this deal. 

RECONDITIONING: “Because 
of our reputation for dependable 
merchandise,” Pack pointed out, 
“we cannot afford to sell a recon- 
ditioned piece of equipment unless 
it is in the best of shape. 

“Although the same steps are 
involved, it is quite possible our 
reconditioning standards are above 
the average. The three principal 
steps are to first, steam clean the 
equipment, next, do the mechani- 
cal work, then paint. Those few 
words cover the routine followed 
by most dealers, I suppose. But 
I believe we do a better job on the 
last two steps—mechanical work 
and painting—than is done in a lot 
of shops. 


* ‘Trectors Appear New 


“We want a tractor, for exam- 
ple, to have the appearance of a 
new tractor. Our success in this 
field is evidenced by the fact that 
only the tires, if they are old tires 
on a reconditioned tractor, make 
it possible to differentiate between 
new and old machine. We leave 
on the old tires only if they are in 
good condition and contain exten- 
sive service.” 

Owner McKaig_ interjected: 
“And anything that is not visible 
to the customer is brought up to 
the standard of a new tractor. 
That, of course, refers largely to 
working parts. We are just as par- 
ticular, if not more so, about the 
invisible components as we are 
about outside appearance. Our 
merchandise must stand up under 
service, both outside and inside.” 

Pack put some emphasis on the 
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fact that after a tractor has its 
paint job, it gets new decals wher- 
ever they should appear. This in- 
cludes all makes, since such decals 
are available. The practice goes 
far, he thinks, toward giving that 
“new” look to a _ reconditioned 
tractor. And this reminded Pack 
of a singular distinction achieved 
by this dealership. 

“We have one of the best paint- 
ers in the business, we think,” he 
said. 

“He is Elbert Willingham and 
he actually originated the color 
scheme now used by John Deere. 
He developed this combination of 
colors as a distinctive mark for our 
reconditioned equipment. The re- 
sults were so effective the block- 
man wrote to the factory. Even- 
tually, some of the factory people 
came down and made color pic- 
tures and the next new factory 
models came out in that same 
color scheme.” 


WARRANTY: This dealership 
issues a warranty with every piece 
of reconditioned equipment. This 
warranty provides that the buyer 
use the equipment for six months. 
If, during that period, any defect 
develops in either workmanship 
or parts, the dealer picks up the 
equipment, transports it to the 
shop for repair, delivers it back 
to the customer and the latter pays 
one-half the cost. 

In measuring the warranty pe- 
riod, the specified six months does 
not necessarily begin on delivery 
of the used equipment. If, because 
of seasonal changes, there is a pe- 
riod during which the equipment 
is in dead storage, this is taken 
into account. 

PRICE TAG: A price tag such 
as is illustrated herewith is at- 
tached to every reconditioned 
piece of equipment and it serves 
two purposes. It contains infor- 

(Continued on page 119) 


These tractors on company used equipment lot will be completely re-conditioned 
before they are advertised on the company's television program 
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_ RETAIL farm equipment bus- 
iness down South is substan- 
tially better in virtually every as- 
pect than it has been at any time 
in the last several years, and most 
Southern dealers expect further 
improvement in 1959. 

This cautious but definite opti- 
mism highlighted the results of 
a recent survey conducted by 
SOUTHERN FARM EQUIPMENT to de- 
termine just what the state of 
business is thus far in 1958 and 
how dealers view prospects for 
59. Retailers scattered through- 
out the South and Southwest par- 
ticipated in this market study. As 
far as the future is concerned there 
were but a few gloomy estimates. 


Confidence in Future 


Such confidence in future busi- 
ness undoubtedly is influenced in 
some degree by current sales 
which in most areas of the South 
represent a substantial improve- 
ment over any recent period. 

The picture is considerably 
brighter in sales of new equip- 
ment. For more than 29% of the 
dealers answering the question- 
naire sales of new equipment are 
at least as good as a year ago, 
while for 35% sales are definitely 
up anywhere from 10 to 80%. The 


A Reader Survey 


average increase was 28%. Among 
the reporting dealers, 35% indi- 
cated a decline in new equipment 
sales, with the average loss being 
24%. 

For approximately half the 
dealers the inventory situation is 
relatively unchanged from a year 
ago. However, 32% list increases 
in inventory averaging 14%, while 
for 18% inventory declined, the 
drop averaging 19%. 

With the increase in cash farm 
income, sales of used equipment 
are in an upward trend. For 34% 
of Southern dealers sales of used 
equipment are unchanged from a 
year ago, but 46% report increases 
ranging from 2 to as high as 50% 
The average of all reported in- 
creases is 26%. Only 20% of the 
participating dealers stated that 
used equipment sales have de- 
clined. 

Sales of parts show the most 
marked increase for the typical 
Southern dealer, 60% indicating 
that parts sales have soared from 
4 to 60%, with the average in- 
crease being 16%. 29% of the re- 
porting dealers said that parts 
sales remain at about the level of 


a year ago, while 11% reported a 
decline. 

Service volume seems to be fol- 
lowing the upward trend in parts 
sales. For 43% of the dealers re- 
turning a questionnaire, shop vol- 
ume has climbed a substantial 
43%. Shop business holds to about 
the level of a year ago for 46%, 
while 11% report a decline in 
service business. 


Remerks from Dealers 


What is the outlook for 19597? 
For the most part, dealers seem to 
feel that better days are ahead. 
Following are some typical com- 
ments from dealers scattered 
throughout the South: 

Tennessee—Should be good. All 
indications point in this direction. 

North Carolina—Good. A great 
deal of farm equipment was sold 
by farmers who put land into the 
soil bank. This must be replaced 
as those farmers must farm allot- 
ments or let them go. They will 
farm them. 

Arkansas—Better. 

Florida—Good. 

Maryland—I expect it to be 
about average. No boom, but there 
is lots of business ahead for go- 
getters. 

(Continued on page 120) 








Here's a report on what Southern farm equipment re- 
tailers think business will be like in the year ahead 








SOUTHERN FARM EQUIPMENT for November, 1958 





This dealer paves the way to 
future sales by first proving 
what his line of equipment can 
do in an emergency situation 


N ORDER to sell a new or different 

kind of implement the average 
dealer has to trot it out and put it 
through some kind of a demon- 
stration. Sometimes this is too cut 
and dried a procedure to suffi- 
ciently impress the customer. 

Biliy Bob Carter who operates 
the Carter Tractor Co. in Fayette- 
ville, Tennessee, has a new angle. 
He uses this form of promotion not 
only to heighten the sales appeal 
of his equipment, but to render a 
useful form of service to his cus- 
tomers as well. 

For example, he may learn of a 
farmer who is behind with his 
spring or fall piowing. This gives 
Carter the sales opportunity he 
likes and frequently his procedure 
is to drive to the prospect’s farm 
with his demonstrator tractor 
equipped with whatever trailing 
implement is needed. 

For a half day or longer the 
equipment is put to work helping 
the prospect catch up, and, if pos- 
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sible, to get ahead of what he 
could have done without help. 
Now, Carter has found that kind 
of helpfulness to be the best sales 
stimulator yet to be devised. While 
not all of the demonstrations have 
resulted in sales, no prospect has 
used them to unfairly gain a lot of 
free service. The fact that his firm 
sold more tractors from January 
through June 1958 than in any 
similar period of recent years con- 
vinces him that it pays off. He has 
won an all-expense trip through 
the Midwest by exceeding his 
quota of sales. He had already sold 
several tractors over his quota two 
months before the contest ended. 


Learns the Operation 


One interesting fact about this 
accomplishment is that Carter had 
only recently taken over the com- 
pany without any previous expe- 
rience as an implement dealer. 
Until January 1958 he had fol- 


At Carter Tractor Co. in Fayette- 
ville, Tenn., a demonstrator trac- 
tor is loaded for delivery to the 
farm of a prospect in emergency 
need of added mechanical help. 
Services such as this have helped 
this company build widespread 
acceptance of its equipment. 


lowed a banking career. His father 
who had been operating the Carter 
Tractor Co. died in late 1957. It 
was then that his son decided to 
give up his position at the bank 
and take the business on. 

He began immediately to learn 
the mechanics of tractor operation 
and to do much of his own demon- 
strating, though sometimes he 
sends one of his shop mechanics 
out to put the demonstrator 
through its paces. 

The rainy weather of the early 
spring of 1958 played somewhat to 
his advantage. The rain fell con- 
tinuously and there were only rare 
intervals when the ground was dry 
enough to turn. The farmers were 
so far behind with their ground- 
breaking they were glad to get al! 
the help they could. 

In each dry interval Carter 
would pick out some good pros- 
pect who needed a new tractor and 
offer to drive a demonstrator out 
for a demonstration and a lift. He 
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would drive into a field where 
work was going on and drop in be- 
hind the tractor that was already 
at work. Sometimes there would 
be a few neighbors who had drop- 
ped over to see the new machine 
go through its performance. 

Carter would let the farm owner 
himself drive the tractor for about 
an hour as he went along to give 
him the necessary instructions. 
Then he would leave the tractor 
with him and visit other farms. 
The demonstrator, of course, was 
equipped with the latest conven- 
iences such as power steering, load 
and depth control, etc., all of 
which made it difficult for the 
prospect to give up the machine. 

Carter would run the demon- 
strator from one farm to another 
wherever the prospect of a sale 
seemed good. Sometimes he would 
let one prospect use it for one to 
three days before calling for it. If 
the prospect could be steered to 
the dotted line a new tractor was 
delivered to him and the demon- 
strator carried on to the next in 
line. 

If requests for demonstrations 
began to lag they were solicited 
over the radio program sponsored 
by Carter Tractor Co. It is on the 
air three days a week. 

Carter tries to accommodate ev- 
ery request. One day he received 
a request for a demonstration from 
a farmer about six miles from 
Fayetteville. The demonstrator 


Having used one of the company's demonstrator tractors for a period of time 
this farmer, now sold on the line, prepares to drive away in a new model 


just purchased. Billy Carter, 


was already on the farm of an- 
other prospect 15 miles away. 
With one of his mechanics he 
drove out after dark to pick it up; 
then delivered it at about 9 p.m. 
at the farm from which the new 
request had come. The farmer 
jumped on the tractor and plowed 
with it much of the rest of the 
night. 

Some time the next day another 
prospect wanted a demonstration 
Carter went after the demonstra- 
tor again. The farmer using it was 
so reluctant to give it up he bought 
a new one like it. The third man 
is also on trade for a new tractor 


owner 


of the business, watches at left 


And speaking of night operation, 
many of the farmers around Fay- 
etteville were so far behind the 
past spring because of heavy rains 
they used the entire 24 hours of 
each day of a dry spell to catch 
up. Consequently, when a demon- 
strator was left with one of them 
it got plenty of night work 

Carter found so many farmers 
behind with their work he fre- 
quently couldn’t answer all re- 
quests for help with his demon- 
strator. In that case he would send 
out one or more of his trade-in 
tractors with plows to help these 

(Continued on page 120) 


Company personnel are, from left: Billy Certer; Alma Carter, his mother who helps out in the store; Joe Flaska, John 
Deere territory manager; Ray Faulkner, ports manager; Frank Durham, Herold Boaz, and Charley Murphy, mechanics 
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Cotton Mechanization Moves 





*By E. Buford Williamson 


EMENDOUS progress has been 
made in mechanizing the vari- 
ous operations involved in grow- 
ing and harvesting cotton since 
World War II. According to recent 
economic reports, the average 
number of manhours required for 
producing and harvesting a 500- 
pound bale of lint has been re- 
duced by more than one-half dur- 
ing this brief period. In terms of 
the United States 1958 cotton crop, 
this means a saving of 1.8 billion 
hours of man labor. This saving 
in man labor is equivalent to 
873,000 people working a whole 
year—fifty-two 40-hour weeks. 
Mechanization, of course, has pro- 
gressed more rapidly in some areas 
than in others. Such factors as ter- 
rain, size of farms, availability of 
labor, and climate have had a de- 
cided effect on the degree of adop- 
tion of labor saving practices. 
Although mechanization 
achievements have been numerous 
in the past 15 years, further re- 
ductions in the cost of growing cot- 
ton will be necessary if we meet 
successfully the competition from 
synthetics and foreign-grown lint. 
Sound management will be re- 


*Agricultural Engineer, Harvesting 
and Farm (Processing Research 
Branch, Agricultural Engineering Re- 
search Division, Agricultural Re- 
search Service, United States Depart- 
ment of Agriculture and Delta Branch 
of the Mississippi Agricultura] Ex- 
— Station, Stoneville, Missis- 
sippi. 
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quired to properly utilize the latest 
advancements in technology and 
equipment. Farm machinery man- 
ufacturers, implement dealers, and 
public research and _ extension 
workers can play an important 
part in helping cotton farmers to 
reach the most profitable level of 
efficiency. 

A wide variety of implements 
is now available for the cotton 
producer interested in precision 
mechanized farming. Some of 
these are entirely new machines, 
while others are improved models 
or modifications of tools previously 
used in growing cotton. Improve- 
ments have been made in practi- 
cally every phase of production 
from land preparation to harvest- 
ing. 


Efficient Field Layout 


The value of efficient field lay- 
out and proper drainage in a 
mechanization program is widely 
recognized across the Cotton Belt. 
As a result, farmers in the humid, 
as well as the heavily irrigated 


areas, have become interested in 
landforming. This practice, which 
is simply the redistribution of soil 
for the control and removal of sur- 
face water, is essential for efficient 
row irrigation and the timely op- 
eration of production and harvest- 
ing machinery. It is also a pri- 
mary factor in conserving soil and 
water. In many instances farmers 
are carrying out their own level- 
ing program on a field-by-field 
basis. Various types of improved 
scrapers, graders, and landlevelers 
have helped to simplify the prob- 
lem of moving soil. 

Methods of crop residue disposal 
have changed considerably in the 
last decade. Farmers have found 
that when cut in small pieces and 
scattered over the soil, old stalks 
give far less trouble in subsequent 
plowing, planting, cultivating, and 
harvesting operations. Tractor- 
powered shredders, which were 
first used in the Cotton Belt about 
10 years ago, have shown superi- 
ority over the older methods of 
disposal by permitting (1) earlier 
disposal of old stalks, (2) easier 





Eight-row high-clearance rig is for applying insecticides on young cotton. 
Rigs can also be used for applying ulture! chemicals and for flaming 
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plowing, (3) better trash cover- 
age, (4) faster decomposition of 
stalk debris, and (5) some control 
of over-wintering insects. Ma- 
chines for the disposal of roots and 
stubble have also been designed 
and used experimentally in some 
areas. 


Deep Tillage Practiced 


Deep tillage is a practice that 
has recently proved beneficial in 
some deep, severely compacted or 
poorly aerated soils. For the first 
time, many farmers have at hand 
the heavy power and tillage ma- 
chines necessary to break up the 
hardpan soils that tend to restrict 
the movement of water and roots. 
Soil compaction studies in the Mis- 
sissippi Delta area have indicated 
that benefits from deep-breaking 
are greater in dry years than in 
wet years. Heavy clay soils that 
crack severely when dry have not 
readily responded to subsoiling. 

Seedbed preparation and plant- 
ing are interrelated operations 
that jointly affect germination and 


the uniform 
emergence of 
stands of cotton. 
Increased empha- 
sis is therefore be- 
ing placed on 
methods of seed- 
bed preparation 
that help conserve 
soil moisture for 
the critical germ- 
inating period. A 
firm, settled seed- 
bed, which is gen- 
erally required for 
early uniform 
emergence, is also 
essential for ob- 
taining best results 
with pre- and post-emergence 
chemicals and flame. Improved 
moldboard, disc, and chisel plows 
and 3-, 4-, and 5-row middlebust- 
ers are standard tools now em- 
ployed in initial land-breaking 
operations. Various types of new- 
design soil pulverizers, packers, 
and smoothers are normally used 
in the final conditioning phase of 
seedbed preparation. The opera- 


Tractor shown in top picture is equipped with 4-row 
cultivetor, 4-row planter, and equipment for apply- 
ing pre-emergence herbicides. Directly above, tractor 
is equipped te apply anhydrous ammonia and pre- 
pore four uniform seedbed 

courtesy Delta Branch Experiment Station) 


is in one operation. (Photos 


tion of a sweep cultivator in com- 
bination with the planter has re- 
duced considerably requirements 
in some areas of the Mid-South. 

Recent improvements in cotton 
planting equipment include pre- 
cision seed metering devices, low- 
mounted hoppers, rubber-tired 
presswheels, seed firming wheels, 
and improved runner and double- 

(Continued on page 122) 


Quality of machine-picked cotton, here being dumped 


This operator with four-row 
into a steel mesh trailer, is getting special attention 


flaming cotton on the Delta 


is cultivating and 
rench Experiment Station 
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ervice 


Careful organization 
of the service de- 
partment helps this 
company show a con- 
sistent profit on a 
shop volume exceed- 
ing $100,000 yearly 


This view of the service facilities at Hill Hardware and Implement Co. 
shows the sections for washing, greasing, steam cleaning and storage 


Paid on commission, mechanics get 50% of the base 
labor charge of $3.50. This plus two weeks paid 
vacation helps the company to reduce labor turnover 


H™ HARDWARE & Implement Co., Robstown, Texas, 
operates one of the most consistently profitable 
service departments to be found in farm implement 
dealerships anywhere in the Southwest, according to 
manufacturers’ district representatives who call on 
the company regularly. 

Service volume runs to around $100,000 annually 
Ten mechanics work in the department which serv- 
ices tractors, farm implements, and the line of trucks 
handled by the company. 

An outline of the routine followed in organizing the 
service department and in its daily operation, as ex- 
plained with considerable modesty by J. Wade Hill, 
head of the company, and C. B. Eckert, shop service 
manager, indicates that a combination of work organ- 
ization and business promotion keeps the depart- 
ment not only in the black, but produces a consistent 
profit throughout the year. 

As a part of organization for efficient production, 
the company has eight of the 10 mechanics on com- 
mission. The basis is 50 percent of the labor charge. 
The other two men are on straight salary because 
their duties are varied and often not directly pro- 
ductive and yet are essential to operation. Eckert 
also is on straight salary. 

The service manager makes a point of knowing the 
capacity and ability of each of his men so that he 
may assign them accordingly. Although the mechan- 
ics are not “specialists” in the strict sense of the 
word, Eckert has learned that one may be exception- 
ally efficient in overhauling engines, another may be 
a better-than-average tractor man, while still an- 
other is better than others in the repair of electrical 
systems. 
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at a Profit 


Whenever possible, he then assigns each man to 
the job at which his experience has proven he is best, 
so that he not only earns more per hour for himself, 
but for the company as well. 

This is particularly important since the company 
operates on a flat-rate basis, insofar as labor and 
parts are concerned, for routine jobs. The base for 
the labor charge is $3.50, but Hill expects to raise it 
to $4 soon. 

This policy of assigning men to the jobs they can 
do best and quickest has stepped up production from 
10 to as much as 25 percent, Hill estimates, and at 
the same time it has produced more satisfactory work 
for the customer. The man who is best at a specific 
job not only does it quicker but better. 

Obviously the faster a mechanic can turn out a 
job that is flat-rated, the more the net profit for both 
the shop and the mechanic, since the charge is the 
same whether the mechanic utilizes two hours or 
four hours to perform it. 

The flat-rate system used by the Hill organization 
basically is the one recommended by the sectional 
farm implement association, augmented here and 
there from company experience. 


Pictured below is the entrance to the company's main 
service department. Service Manager C. B. Eckert, 
right, knows capacity and ability of each mechanic, 
assigns work accordingly. This promotes shop effici- 
ency ond helps assure dependable service work 
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By Ruel McDaniel 


In cases where there is no rate listed by the asso- 
ciation flat-rate manual for a specific operation the 
company charges on the basis of time and parts re- 
quired until it has handled several such jobs. Then 
Eckert averages out the actual cost of the job and 
sets up a flat-rate for it 

“We do as little work as possible on a labor-and- 
parts basis,” Hill stresses. “Our customers want to 
know in advance what a specific job is going to cost 
and we certainly want to tell them. Until we have 
some experience with such a job, of course, we can’t 
give a definite price; and if the customer insists on 
an estimate, we naturally must mark up the figure 
sufficiently to protect us in case we run into trouble.” 

Every mechanic goes to some service school during 
the year, and Eckert selects the men for the specific 
schools after talking to them and bearing in mind 
their special interests and adaptabilities to specific 
jobs. The company pays all expenses to and from 
the school and for actual lodging and meals while 
the man is at school. 

High morale is an important element in the 
efficiency of the service department, Hill finds, 

(Continued on page 123) 





Here s How Manuf 


MONG THE nation’s map 

turers of farm eeefiment the 
expectation is thaW@emand for farm 
machinery and egiipment will im- 
prove still furgye during 1959. 
This optimism g #P"pered by con- 
siderable caut{n }bug nevertheless 
there is a sq@fid ¢@pnfence in the 
future at th@factd@ry l@el. The fol- 
lowing co 
sales outlo top in- 
t con- 


vention @ 
Institut? in Atlan} c City: 
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THE MODEST but steady upturn 
in farm equipment sales which 
began in the fall of 1956 is even 
more evident in 1958. The industry 
seems to be developing a 1958 sales 
total which could exceed 1957 by 
about 10 to 15%. 

Assuming stability in farm in- 
come, everything that is happening 
points to increased farm equipment 
requirements. Population growth 
will improve the farmers’ markets. 
While there are fewer farm units, 
farmers are increasingly dependent 
on mechanization to reduce costs, 
increase efficiency, and maintain 
profit margins. This trend has no 
end in sight, and its only speed 
limit is the ability of the farm 
equipment manufacturers them- 
selves to produce and sell equip- 
ment in which the use value off- 
sets the additional investment. 

The industry has a good record 
for advancement, is currently “up 
to date,” and promises much for the 
future.—R. S$. Stevenson, President, 
Allis-Chaimers Mfg. Co. 


x * * 


AS IT APPEARS to us now, 1959 
will be a good year for the farm 
equipment business. In fact, we 
look for a continuation of the 
steady upturn in business which 
began this year. Just as 1958 has 
shown an increase over 1957, we 
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volume of busifgess than 1958. 


There are eral reasons for 
this expectation| The farmer is in 
a better frame @f mind to buy new 
farm equipme He has a higher 
income than hé@fhad last year and 
it is expected that farm income will 
be maintainedifat a good level. 
There have be a] good crop yields; 
moisture condiffons are generally 
good. These actors usually 
strengthen the Imarket for farm 
equipment. 

With referent} 


2 
believe 1959 ! ll bring a larger 
i 


to my own com- 
pany and speaking of farm equip- 
ment only, we j#ok for an increase 
in sales volum@jto come from two 
sources. This immer we intro- 
duced a compj#tely new line of 
tractors. These/fractors will meet 
the demand forgarger, more effic- 
ient and more M@grsatile farm trac- 


tors. And nN actors always 
bring And peng in_ sales. In 
addiften,—eur—“els—tesme™—& tractor 
business, which proved to be a 
bright spot in our 1958 tractor 
business, should continue to grow. 
Generally improved economic con- 
ditions should result in further 
tractor sales to this “off-farm” 
market, although perhaps not by as 
large a percentage of increase as 
our tractor sales to farmers. 


The second source for the ex- 
pected increase in farm equipment 
sales volume is farm implements. 
In addition to our new tractor line, 
our company recently introduced 
many new and improved models 
of farm implements. A vast new 
line of farm machines should 
stimulate the market and bring 
International Harvester a larger 
share of the competitive market. 
These are the principal reasons 
why I believe 1959 will be a good 
year for the farm equipment seg- 
ment of our company. 

Against this optimistic outlook 
must be weighed an important 
factor which could temper this 
forecast. Our industry is confronted 


rs Are 


of materials 

Khe recent in- 

resulting in 

additional 

own labor 

rchase of 

. To date 

0 aaa om " adjust- 
ments in its selling prices of finish- 
ed products to offset increased 
costs. Because our margins of pro- 
fit cannot absorb these increased 
costs, price adjustments in our 
company and undoubtedly else- 
where in the industry will eventu- 
ally be required.—frank W. Jenks, 
President, International Harvester Co. 


x* * *® 


THE OUTLOOK for our segment of 
the farm equipment industry con- 
tinues on the same plane as in the 
past 10 years. A steadily increasing 
growth each year, as new chemicals 
are available for selectively killing 
weeds in farm crops. New and 
better insecticides are also avail- 
able. The increasing acceptance of 
the use of these products in farming 
practice indicates a larger need 
each year for sprayers. 

The basic need of this part of the 
farm equipment industry is a fresh 
look at the possibilities in improv- 
ing our products from the engineer- 
ing standpoint. Our success stems 
from this viewpoint. Give the 
farmer better facilities to get the 
job done in less time.—H. C. Han- 
son, President, Hanson Equipment Co. 


~*~ * * 


THE FARMER must be permanent- 
ly freed from the threat of the 
boom-or-bust economy agriculture 
has had to contend with in the past 
quarter century. 

In the depression of the '30’s the 
farmer hit rock bottom, lower than 


SOUTHERN FARM EQUIPMENT for November, |958 








Sizing Up Sales for ‘59 


R. S. Stevenson 


the lowest on the economic ladder. 
When the rest of the country began 
climbing, the farmer stayed down. 
Not until the free world called on 
him to feed it did he start to climb 
back. After the war the farmer 
found his role in the economy again 
on the downgrade. 

Now in our latest recession, the 
farmer's position is the brightest 
spot. This kind of “elevator econ- 
omy” doesn’t favor the best con- 
ditions under which agriculture 
can and should flourish. It’s not 
the kind of economy which can 
build agriculture to meet the im- 
mense demands of a _ growing 
population. 

This is not news. Practically 
everybody has been telling farmers 
how to run or ruin their business 

. usually the only area of agree- 
ment is that the farmer can use 
some help. 

Perhaps this is the time when 
our industry might make a con- 
structive suggestion based on good 
sound business practices. Let’s help 
the farmer develop the strong, 
growing market for his products— 
the food and fibers we need. Let’s 
encourage eating habits among 
children and adults that are good 
for both us and the farmer. Let’s 


work with agriculture in a program 
to stabilize his economy. Just one 
extra glass of milk a day for adults 
alone would wipe out the milk 
surplus. With more than eight new 
mouths to feed every minute of 
every day in this country alone, it 
won't take long before the farmer's 
problem is permanently solved. 

Perhaps we can hasten that day 
by helping apply proved merchan- 
dising practices to the business of 
farming.—George C. Delp, President, 
New Holland Machine Co. 


S-st 2 


WE BELIEVE that 1959 will at least 
equal 1958 in the farm machinery 
industry and possibly be a little 
better. The tendency to “decontrol” 
acreages, improved farm income, 
possible increased replacement re- 
quirements, coupled with improve- 
ments in sub-soil moisture content 
in most areas of our country will all 
contribute to a need for more farm 
machinery. 

On the other hand, the farmer’s 
higher cost of doing business will 
cause him to be even more careful 
in making expenditures for new 
machinery, since he will try to pro- 


SOUTHERN FARM EQUIPMENT for November, 1958 


long the working life of a given 
machine. To offset this fact, he 
cannot neglect the fact that for the 
long pull he must purchase mach- 
inery which is cost reducing from 
the viewpoint of greater output, 
higher quality of product, lower 
maintenance and operating costs, 
and greater ease, reliability, and 
safety in operation. 

With an improvement 
general economy which seems to 
be occurring, there will be an 
increased demand for light indus- 
trial machinery, which will 
augment the volume of _ those 
companies manufacturing and 
marketing those products 

The new products of industry 
will emphasize these demands so 
that there should be at least a 
slight increase in farm machinery 
demand in 1959.—Cerl lL. Hecker, 
President, The Oliver Corp. 


in oul 
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OUR SHORT-LINE business, which 
specializes in equipment fo! 
harvesting, processing and hand- 
ling feed for livestock, is running 
comfortably ahead of last year and 
promises to continue to do so for 
the balance of the season. Thanks 





Model 842 Two-Row Corn Attachment 


for ““800"" Forage Harvester cuts field 


travel in half. 


New Model 33 Crop-Chopper 
with exclusive Curvo-Thrust 
Cutterhead—highly versatile 
economy chopper. Material 

is re-cut by Curvo-Thrust 
Cutterhead and is evenly 
distributed by positive throw- 
ing action of exclusive 


cupped paddles. 


New crop-handling line! Model 
New, 


= = - = _ 


TLOTT eae ‘ 
Be Par oy 


-— * te! * 
New Super Hayliner 68 has FLow-Acrion and new, exclusive 
Baer Conrrot Center. Now the farmer can regulate 
throttle speed, engage or disengage engine, shift drawbar 
and pick-up position—all from the tractor seat! Twine or 
wire-tie, Engine or P.T.O. 


POA ibd, erway ae 


- 


New Model 331 Spreader as Forage 
Box and Bunk Feeder means you 
can offer a triple-duty machine. 
Rated 130-bushel capacity more 
than meets ASAE standards. New 
100-load lubrication. 


Medel 22 Belt-Feed Blower — with exclusive, 
specially curved blades for greater upward 
thrust—can unload a 3-ton wagon 

of silage in 4 minutes! 


I Bale B * Super 55 Rake rolls up 





155 Elevator shown has exclu- 
sive 60° elevation and 
exclusive top-drive 

engine that eliminates 
chain kinking. 


Model 221 P.T.O. Spreader 
has 100-bushel capacity. 
Low for loading, roomy, 
rugged. No arch. 
Ground-drive model 
available. 


° handles any standard size 
aa ’ hay bale. Deep sides - 
permit safe operation 4 
nw“ at 45° elevation. 


uniform, quick-drying 
windrows at speeds of 
up to 8 mph. Moves hay 
gently, saves leaves. 
New 100-acre lubrica- 
tion cuts maintenance 
time and costs. 


Model 46 Trail-Type Mower, 
ruggedly built for today’s 
high-speed tractors and 
hay-making machines. 
Fits any tractor. Fully- 
mounted and semi- 
mounted models 
available. 


New Model 401 Crimper. Cuts drying time 

saves precious proteins. Models 400 smooth- 
roll Crusher 
and 440 Mower- 
Crusher also 
available. 
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New Super Hayliner 78 with FLow-Acrion plus Freeper Assist, and new 
exclusive BaLer Conrro.t Center. For custom operators, larger farms. 
Handles heaviest windrows easily. Twine or wire-tie, Engine or P.T.O. 





New low-priced Hayliner 67 — 
with exclusive 
FLow-Action and other big 
“A : benefits of Hayliner baling, 
Model 98 3-wire-tie Baler now offers a a including leaf-saving gentle- 
exclusive BaLer Contro. CENTER. } ness, sure-fire tying, built-to- 
Makes 18” x 22” bales, 24” to 48” long. : last construction. Twine-tie, 
Rugged 30-hp engine, electric starter, - . P.T.O. model only. 
standard. Stands up under toughest a : 
conditions. 


for a record-breaking ’59! 


« i 
F you’ve stocked and sold Flow-Action balers in the past, 
you already know that farmers recognize—and buy — 
advanced engineering features that save time and simplify 
their work. 

In 1959, New Holland machines have been still further im- 
proved to make selling easier for you. The new exclusive Baler 
Control Center is an outstanding example of built-in “sales 
help.” And now, a new line of crop-handling equipment puts 

you in an ideal position to fill all your customers’ needs. 
ati tttl tins Hines ot on 0B tne So order now! Enjoy New Holland’s generous terms and 


an hour. Extra-rugged construction. Engine or discounts. New Holland Machine Company Division of Sperry 


P.T.O. 6- or 8-foot direct cut, windrow, and . . ) + ar 
sow evep attachments. Rand Corporation, New Holland, Pennsylvania. 





complete line! Na NEW HOLLAND Cintas tis 





Model 706 
Crop Dryer, 
with forced . . . Model 776 Crop Drying Wagon 
air and fuel lets you load and dry on 
heat, is ideal | the same wagon. Has slatted 
for the aver- ' } floor for hay, perforated 
age farm. : oe floor for grain. 
Dries hay and 
grain. P.T.O. 
or electric. 
Mode! 716 LP Gas Grain Dryer 
delivers up to 4 million BTU’s 
Wagons in 4- and 5-ton models. Twine and wire. Super 9 . to dry up to 600 bushels. 
Automotive steering keeps twine, 9,000 ft., 325 Ibs. av. Model 723 Grain Drying Bin 
wheels under load. Shortest tensile strength. Long 10, : has heavy-duty augers that fill 
possible turns. 10,000 ft., 290 Ibs. New or empty bin in 8-12 minutes. 
Holland wire is tempered 
for toughness. 
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to a number of newly developed 
products coming along in this same 
field, we are looking for further 
sales gains in 1959. Products newly 
introduced to the market or about 
to be include field sprayers, ele- 
vators and conveyors, roller mills, 
crop driers, silo unloaders and 
automatic truck and wagon box 
unloading equipment.—Frank Hem- 
lin, President, Papec Machine Co. 


x «x * 


I can truthfully say business is 
good at Chore-Boy. Our business 
is built around Chore Time Equip- 
ment. Any labor-saving device 
which will truly give the farmer 
substantial saving in time, properly 
promoted, will have a ready mar- 
ket. 

We here feel that we are just 
now opening up into an entirely 
new area of tooling up the Dairy 
and Hog Farms. We expect much 
business in the years ahead, as a 
result of a conscientious job of 
Product Development and System- 
atizing these farm operations.— 


Don E. Golay, President, Farmer Feeder 
Co., Inc. 


FRANKNESS impels me to point 
out the obvious fact that it is at 
least six months too early to make 
predictions about the farm equip- 
ment business in 1959. Yet all 
manufacturers in the industry cur- 
rently are facing up to the problem 
of production schedules for next 
year and naturally are anxious to 
learn as much as they can about 
how others size up the situation. 

The long term trends are quite 
clear: farms are rapidly becoming 
fewer and larger, and the farm 
population is decreasing sub- 
stantially, all of which tendencies 
are producing higher average gross 
receipts per farm and per capita. 
We expect that will continue. Just 
as important for our business, wage 
rates for farm labor continue to 
increase. This and other pressures 
on farm operating costs greatly 
strengthens the demand for larger 
capacity farm equipment of all 
kinds and will continue to be major 
factors in our domestic market in 
the foreseeable future. 

The short term factors are 
problematical as always, but at this 
point their influence encourages 
some optimism for next year. 
Farmers in many areas this year 
will have the best crops in many 
years. Cash receipts from market- 
ings plus government payments 
are at a high level. As a result 
farmers generally should be in a 
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good frame of mind for the 1959 
crop vear. How the weather and 
the new farm bill will affect their 
attitude is the principal unpredict- 
able aspect of the situation. 

All in all, I feel that next year 
should be a relatively good one for 
the farm equipment industry.— 


a A. Hewitt, President, Deere & 
°. 


* e *¥ 


DurRING 1958, farm equipment 
sales in the United States have 
shown considerable improvement, 
particularly in the high plains area. 
The Canadian market, however, 
has not been very brisk, although 
in the Prairie Provinces the crops 
matured to a higher quality yield 
than originally expected. 

Looking at the North American 
market generally, it would appear 
that sales of farm equipment by 
the industry this year will be high- 
er than in 1957, though probably 
lower in Canada. 

So far as 1959 prospects are 
concerned, there is no evidence 
at hand to suggest a significant 
change from this year’s over-all 
position of the agricultural im- 
plement industry.—A. A. Thorn- 
brough, President, Massey-Ferguson 


~*~ * * 


RECOVERING from its own reces- 
sion ahead of the rest of the eco- 
nomy, the farm equipment industry 
faces a future of steady, healthy 
growth. A continuing gradual in- 
crease in its sales and production 
volume can be expected. 

Farm equipment’s sound future 
is geared closely to product im- 
provements to help the decreasing 
numbers of farmers and farm 
workers, tilling increasingly larger 
acreages, reduce their production 
costs. This challenge to design and 
build farm machinery that is more 
efficient, with more capacity, is 
being met by the New Idea Divi- 
sion of Avco Manufacturing Cor- 
poration which has doubled its 
engineering efforts over the past 
two years. New Idea’s factories in 
Ohio and Iowa produce equipment 
to harvest hay and corn, and to 
rebuild soil fertility. 

Despite our current history of 
crop surpluses, the farm equip- 
ment industry shares with the 
American farmer the long term 
problem of growing adequate 
quantities of food and fibre to feed 
and clothe a continually increas- 
ing population —Curry W. Stoup, 
President, New idea Division, Avco 
Mfg. Co. 


The Sales 
Outlook for 59 


(Continued from page 103) 


Arkansas—Not too bright. 

North Carolina—Fair. 

Kentucky—People are nervous, 
but sales are heading up. 

Texas—Due to soil bank and 
government reserve it will be less. 

Virginia—Good. 

Arkansas—The demand for both 
new and used equipment will be 
up. 
South Carolina—Best in six 
years. 

Kentucky—If prices continue to 
rise, sales will likely decrease. 

Virginia—Good. 

Georgia—It is looking up 

Tennessee—Fair. 

Louisiana—Good. 

Texas—Better on new to late 
model used items, down on older 
used items. 

Texas—Not too good. Used 
things are scarce and new equip- 
ment is too high priced. 

Oklahoma—Good. 

Arkansas—Same as 
maybe a little better. 

Texas—About same. 

Alabama—Better than any time 
in the last five years. 

Louisiana—Fair. Better than 
last two or three years, but still 
not good. 

Georgia—Good. 

Alabama—We are optimistic. 

South Carolina—10% increase 
over 1958. 

Alabama—About the same as in 
1956. 

Texas—With change from row 
crops to grassland farming, out- 
look is for slow but steady im- 
provement of both new and used 
equipment. 

Mississippi—About the same as 
1958 which has been better than 
average. 

Tennessee—About the same as 
in 1958 with perhaps a 5% in- 
crease. 


1958 or 


+ 


Oliver Appoints Tagatz 
Public Relations Director 


THE APPOINTMENT of George H. 
Tagatz as director of public rela- 
tions for The Oliver Corp. was an- 
nounced recently by Alva W. 
Phelps, chairman of the board and 
president. 

Tagatz, who succeeds Robert W. 
Mennel, deceased, formerly super- 
vised the Oliver public relations 
program while employed by The 
Buchen Co., the corporation’s ad- 
vertising agency. 
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legates to the 65th annual 
convention of the Farm Equip- 
ment Institute, held September 29- 
October 1, in Atlantic City heard 
G. A. Kelly, president of Kelly 
Plow Co. in Longview, Tex., and 
chairman of the Institute’s execu- 
tive committee, emphasize that 
farm equipment continues to be the 
farmer’s greatest bargain. 
Reporting on the state of the 


industry, Kelly said that “while 


farm machinery manufacturers 
have been producing a_ better 
quality product, prices have been 
held to a minimum so that new 
farm machinery-machinery which 
provides the farmers’ greatest op- 
portunity for lower production 
costs—is, at the same time, avail- 
able to the greatest numbers of 
farmers.” 

Farmers, he said, will close this 
year’s business in a much stronger 
financial position than in recent 
years. “This increase in net farm 
income is a real testimonial to the 
effectiveness of the farm equip- 
ment industry, to the endless num- 
ber of labor-saving and money- 
saving devices which we supply 
and which the farmer uses so ef- 
fectively,” Kelly said. 

Kelly was elected president of 
the FEI for the ensuing year. 
Serving with him as chairman of 
the executive committee will be 
Curt L. Ohein, vice-president, 


G. A. Kelly Heads 


Farm Equipment Institute 


New president emphasizes that “while farm ma- 
chinery manufacturers have been producing a bet- 
ter quality product, prices have been held to a 
minimum so that new machinery—machinery which 
provides the farmers’ greatest opportunity for 
lower production costs — is, at the same time, 
available to the greatest numbers of farmers.” 


Deere & Co. 

Featured speakers on the two- 
day business program included: 
Paul M. Mulliken, executive dir- 
ector of the NRFA; James M. 
Kemper, Jr., Commerce Trust Co., 
Kansas City, Mo.; Dr. Irving P. 
Krick, president, Water Resources 
Development Corp., Denver, Colo.; 
Dr. Howard Diesslin, assistant 
managing director, Farm Foun- 
dation, Chicago, III. 


Mulliken Speoks 


In his talk, “Building Better,” 
Mr. Mulliken said that a group of 
300 dealers now are testing the 
idea of price-ticketing farm ma- 
chines. He said that the nation’s 
dealers are considering using such 
a ticket on a voluntary basis since 
virtually all other commodities are 
offered for sale in such a manner. 

“We think this is much better 
than if our industry was forced by 
Federal law to adopt this practice,” 
he said. “We believe that the 
farmers will buy more freely and 
with greater confidence, just as I 
know that each of you individual- 
ly buy furniture, electrical, ap- 
pliances, clothing, groceries and 
every other known commodity, 
much more freely if the item is 
plainly price ticketed.” 

In his discussion, “Banking the 
Farmer,” James M. Kemper, Jr. 
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said that the trend towards larger 
farms “while generally conceded” 
to be good for the country as a 
whole and eventually for the farm- 
er himself present the farmer with 
definite problems. 

Large farms, he said, frequently 
have problems, such as inheritance 
tax problems, that face all large 
family businesses. More labor is 
required which makes the farmer 
more vulnerable to attempts to 
organize labor on the farm. Large 
farms can mean the elimination of 
from farm districts, and 
units are presently 
political dema- 


voters 
“large farm 
vulnerable to 
goguery.” 

Kemper said that the large a- 
mount of money spent on farm 
program in the past 27 years is 
large, “but not fantastic.”’ Federal 
loans to other types of business are 
routine, but help to the farmer is 
under constant attack. 

Dr. Krick in his talk on “In 
Partnership with the Weather” 
said that successful operations to 
increase rainfall and snowfall for 
agriculture are being conducted. 

And hail suppression is being 
accomplished by properly in- 
troducing silver iodide, the same 
chemical used for rain increase 
work, into air streams feeding 
cloud informations producing 
thunderstorms and hail. 

(Continued on page 120) 
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URER REBEL 


WORLD'S SAFEST 
POWER SAW! 


=3 REASONS WHY IT WILL PAY YOU TO 





world’s SAFEST. More and more people are using it, praising it to everyone they 
know. NOW STEPPED UP 50% IN SPEED AND POWER to serve even better 
—to SELL even faster! 

Backed by Wright's Sales-Producing NATIONAL ADVERTISING! Just look at 
this line-up of publications! It includes every kind of magazine that pulls in- 
terested inquiries from LIVE prospects—inquiries that we turn over to YOU 
—proved sales-producers. MASS CIRCULATION magazines with millions of 
readers—specialized magazines aimed DIRECTLY at men who use power saws 
in their daily work—individual STATE farm papers that your neighbors read 
—all carrying the exciting story of the new WRIGHT Saw—all urging their 
readers to come to you for FREE DEMONSTRATION! 
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ib The famous saw that’s so rapidly revolutionizing 1958 power saw sales—the 
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Reciprocating blade moves 
back-and-forth like a 
“powerized” handsaw— 

166 power-strokes a second! 


ONLY THE BLADE MOVES! 


NO DANGEROUS 
CHAIN! 


PLUS . . . PROFIT-PRODUCING Sales Aids 
and Local Promotions! The WRIGHT Saw 
can boost and BALANCE your season-to- 
season profits—because it sells wonderfully 
well when many of your other lines are slow. 
Wright gives you a complete sales-producing 
Merchandising Kit, enclosed FREE with your 
Display Carton. You get colorful, power- 
packed folders, envelope inserts, wall hangers, 
newspaper ad mats—FREE—PLUS the life- 
size, full color display for window or in-store 
use that actually can MAKE sales for you, all 
by itself! If you are a Wright dealer, call your 
distributor TODAY and get your share of this 
wealth of profit-producing material! 


MAIL COUPON TODAY! 


Limited Number of Dealerships Available 
... Don't “Miss The Boat"! 


WRIGHT POWER SAW & TOOL CORP. 
Subsidiary of THOMAS INDUSTRIES INC. 
Executive Office: 410 S. Third St., Louisville 2, Ky. 


Plants at Ft. Atkinson and Sheboygan, Wis.; Hopkinsville 
and Princeton, Ky.; Los Angeles, Calif.; Ft. Smith, Ark. 
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New Life-Size 
Full Color Display 
FREE 


with Your 
Demonstration Order! 


WRIGHT POWER SAW & TOOL CORP., Dept. 71-K 
Subsidiary of THOMAS INDUSTRIES INC. 

410 S. Third St., Louisville 2, Ky. 

1 am interested in becoming a Wright Saw dealer. Please have 
representative call and give me complete information about the 
WRIGHT Super Rebel and your dealer franchise. 


Company : a 
Address 
City 


individual's Name 





The Southern 
Farm Equipment Market 
(Continued from page 97) 


This improvement in net income 
will relieve the pressure on many 
farmers who for several years 
now have been caught in the 
squeeze of rising production costs 
and falling net income. 

Favorable growing conditions 
throughout most of the South will 
likewise have an important effect 
on the demand for equipment. 
Most areas of the Southwest are 
enjoying adequate moisture condi- 
tions with the result that drought 
is no longer a major problem. 

A third factor favoring a reviv- 
ing demand for all types of farm 
machinery and equipment in the 
Southern market is record crop 
production. 

Here’s how the USDA appraises 
the situation in a recent bulletin. 
“Crop production prospects im- 
proved further during August for 
a number of major crops, includ- 
ing corn, cotton, soybeans, barley, 
oats, hay, spring wheat and sor- 
ghum grain. September 1 growing 
conditions pointed to a record crop 
output nearly a tenth above the 
record established in 1948 and 
equaled in 1956 and 1957. Yields 
per acre are indicated at about 
12% above the previous high in 
1957. Feed grain production as of 
September 1 was estimated to be 
nearly 6% above the 1957 record. 
Soybeans are expected to reach 
561 million bushels, a new record. 
A cotton crop of 12.1 million bales, 
up 1.1 million from 1957 is now 
expected despite a substantial de- 
cline in acreage; the indicated 
yield per acre is a new record. 
Total production of deciduous 
fruits will likely exceed 1957, ow- 
ing to increases in production of 
apples, peaches and grapes.” 

A good crop year in any com- 
munity generally is essential to 
satisfactory sales of farm equip- 
ment, but the very size of the na- 
tion’s agricultural production can 
this year compound what already 
is the number one problem of the 
moment: agricultural surpluses. 
The problem thus far has defied 
either an economic or political so- 
lution. But in time this problem 
of surpluses could well give way 
to one of agricultural shortages as 
the nation’s population continues 
its tremendous expansion. 

Consequently, farming in the 
future will face the heaviest kind 
of demand for continuing increases 
in production. Such probable de- 
mand can be met only if farming 


operations reach maximum effi- 
ciency—efficiency that will depend 
upon all-out mechanization of ev- 
ery farming task. 

As wage rates continue to soar, 
farmers must increasingly turn to 
mechanization as the best means 
of lowering production costs. This 
alone will tend to underwrite a 
strong demand for farm equipment 
down South in the future. 

But the farm equipment dealer 
himself must be alert to the 
changing pattern of agriculture in 
the area he serves. As Kenneth 
Treanor, director of Branch Ex- 
periment Stations in Georgia, 
points out in a following article, 
“In making plans it is well for 
business men who will be doing 
business with Southern farmers in 
the years ahead to be aware of 
prospects for different segments of 
the Southern agricultural econo- 
my.” 

Manufacturers must continue to 
develop the tools needed for par- 
ticular areas and for particular 
tasks. The target for all must be 


The Outlook for 
Southern Farming 


(Continued from page 99) 


and by a 4 percent increase in per 
capita consumption. The per capita 
increase in consumption of farm 
products will be made possible by 
an estimated increase of some 20 
to 25 percent in income per person. 

If these estimates materialize it 
is important for Southern farmers 
to know in which directions these 
increases will move. Increased in- 
come and changes in food habits 
are expected to result in a 32 per- 
cent increase in the per capita 
consumption of chickens, a 24 per- 
cent increase in turkey consump- 
tion, a 6 percent increase in the 
consumption of eggs, and a 7 per- 
cent expansion in per capita con- 
sumption of beef and veal. Con- 
sumption of fruits and vegetables, 
both fresh and processed, will 
show a material increase but there 
will be much variation as between 
kinds. 

Per capita consumption of pork 
is expected to increase by only one 
percent and mutton and lamb con- 
sumption per person is expected to 
remain about the same. Total per 
capita consumption of daily prod- 
ucts for the country as a whole is 
expected to show a decline of a- 
bout 5 percent. However dairy 
product consumption in the South 
will probably show some increase. 
Among the major commodities in 


lower production costs as one 
means of improving the farmer's 
net profit position to, in turn, en- 
able him to buy the equipment 
needed for modern farming. 

Generally, Southern dealers ex- 
press a solidly optimistic outlook. 
A recent survey of dealers by this 
publication revealed that for a 
majority of dealers, sales of new 
equipment, used equipment, parts, 
and repair service are equal to or 
ahead of a year ago. And a ma- 
jority expect business to improve 
further in °59. 

The future is not without its 
problems. A number of dealers 
lamented the high costs of new 
equipment, believing that this 
would hinder any substantial in- 
crease in sales. Others deplored 
the effects of the soil bank and 
the fact that government money 
received is not re-invested in farm 
machinery in any great proportion. 

Still, the feeling among dealers 
is one of confidence that sales in 
the South are headed for better 
days. 


which per capita consumption de- 
clines are anticipated are wheat, 
tobacco, and potatoes. 

It would seem from these esti- 
mates that Southern agriculture is 
moving in the direction which will 
place it in best position to take 
advantage of prospective changes 
in demand for farm products. For 
many years the production of live- 
stock and poultry has been of in- 
creasing importance in the South’s 
agricultural economy. Prospects for 
the future indicate that this is 
sound and that it will continue. 
This is not to say that every effort 
should not be made to obtain as 
much net income as possible from 
allotted crops. Full advantage 
must be taken of every develop- 
ment which will tend to strengthen 
the position of cotton, tobacco, pea- 
nuts, wheat, rice, and commercial 
corn. 

There is not much indication that 
income from these sources will 
show material change in the near 
future. In making plans it is well 
for business men, who will be doing 
business with Southern farmers in 
the years ahead, to be aware of 
prospects for different segments of 
the Southern agricultural economy. 


Forest Products 


No survey of prospects for 
Southern agriculture could be 
complete without full recognition 
of the importance of the forest 
products industry. This industry 
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will continue to grow, and will 
continue to increase in importance 
as a source of employment and in- 
come to farm laborers. The pro- 
cessing and manufacturing of for- 
est products has been and will 
continue to be one of the principal 
contributors to Southern industri- 
alization. 

No attempt has been made here 
to evaluate the various govern- 
ment programs which are de- 
signed to deal with surpluses and 
to support prices. Neither has any 
attempt been made to discuss the 
part which exports of farm prod- 
ucts may have on the outlook for 
the immediate future. It is as- 
sumed that government programs 
will be about as successful in the 
future as they have been in the 
past, and that the export situation 
will remain about the same. 

Technology 

There are many technological 
innovations, the potentialities and 
impacts of which cannot be pres- 
ently evaluated, but which will 
bear watching. Among these are 
(1) the application of atomic en- 
ergy, (2) use of solar energy, (3) 
artificial photo synthesis, (4) use 
of growth regulators such as gib- 
berellic acid to crop and pasture 
production, (5) microwave and 
radiation techniques for food pro- 
cessing. Relatively new practices 
already receiving widespread use 
include spray fertilization, chemi- 
cal weed control, systemic poison- 
ing, irrigation, and zero grazing. 

Farming is big business in the 
South. It furnishes employment 
either directly or indirectly to 
about half of all Southern people. 
Southern agriculture has under- 
gone, and is even now undergoing 
tremendous change. This change, 
for the most part, is working to 
the advantage of Southern farm- 
ers. The outlook for the real farm- 
ers of the South is good. 


* 


No Losses 
on Trade-ins 


(Continued from page 102) 


mation for both customer and 
salesman. 

First item on the tag, in small 
numerals at the topmost right- 
hand corner, is a code number. 
This code informs the salesman of 
the cost to the company, or the 
amount carried on the books as in- 
vested in the equipment under 
consideration. This information 
eliminates the possibility of sus- 
picion on the part of the customer, 


or a tendency on his part to “cool 


off” during a break, and generally 
tends to speed up transactions. 

The remainder of the tag con- 
tains information of acute interest 
to the customer—down payment, 
model of tractor, what equipment 
it will handle and total price. All 
such tags are personally printed 
by Pack. 

PROMOTION: Pack, having 
used both newspapers and radio, 
is completely sold on television as 
a medium for moving recondi- 
tioned trade-ins. His first program 
of the new season was on Sunday 
night, Aug. 31. It followed the GE 
theater and that spot will be used 


until these programs go off the air, 
probably in June of 1959. 

Farm equipment alternates with 
automobiles in this spot. The sta- 
tion used is KLTV in Tyler, 24 
miles southeast of Mineola. The 
station has a reach of approxi- 
mately 100 miles. The program 
has sold reconditioned tractors as 
far away from Mineola as Mar- 
shall, 80 miles to the east and Cor- 
sicana, 80 miles to the south. 

On the Sunday when his turn 
comes on TV, Pack loads the re- 
conditioned tractor of his choice 
on the dealership’s tilt truck and 
drives to the station in Tyler. 








H HERSCHEL 
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PROFIT FROM EVERY SALES OPPORTUNITY! 


ere 


geld WERSCHEL PARTS available 
MAKES of mowers and combines 


When you promote Herschel Parts, 
there's no limit to the number of sales 
you can make . . . because there are 
Herschel! Parts available to fit ALL 
MAKES of mowers, combines, forage 
harvesters and swathers. 

You and your customers can rely on 
Herschel quality and accuracy. The 
superior performance of Herschel 
Parts is the result of over 70 years 
manufacturing experience and engi- 
neering achievement. Herschel has 
become the nation’s No. 1 name in 
cutting parts for farm machinery. 
Check your stock and order your 1959 
requirements. Now's the time to pre- 
pare for a year of heavy cutting and 
strong demand for replacement parts. 





There he drives the tractor off the 
truck and into the studio. This can 
be done because the GE program 
is being “piped” and moving the 
tractor under its own power does 
not interfere with studio sound. 

The studio has a special setting 
for the farm equipment programs. 
This is a blow-up, 18 feet long and 
eight feet high, of a photograph of 
Otho Motor Co. Against this back- 
ground, Pack parks his tractor. 
When the program goes on the 
air, Pack delivers his sales pitch. 

“TI just tell what kind of a trac- 
tor it is,” he explained, “sometimes 
who owned it, what equipment it 
will handle, what has been done 
to it and the price. That doesn’t 
take 15 minutes, but I can also tell 
about other tractors and prices 
and when you're up there in front 
of the camera, 15 minutes goes 
faster than you'd think. We have 
a filmed introduction, too. 

“T’ve tried newspapers and ra- 
dio, but television is overwhelm- 
ingly the best producer for us. 
During one period, while the TV 
shows were running, I also spent 
$150 with various newspapers 
around the territory. At this par- 
ticular time we were featuring the 
new models. In that period we 
sold 11 new tractors and I asked 
every buyer of a new tractor if he 
had seen our newspaper ad. None 
of them had seen the newspaper 
ad. They all saw, and bought, be- 
cause they had seen it on tele- 
vision. 

“I checked during one three- 
month period and we sold 13 used 
tractors through the medium of 
TV. By my estimate, that’s good 
production. I actually believe 
those TV programs save us money. 

“We have a situation in our 
territory where there is a consid- 
erable business to be had, with no 
dealers. There are half a dozen 
such empty points in the territory. 
In those points we find our busi- 
ness through TV. I often think of 
the miles and time I could spend, 
driving around the country look- 
ing for business. 

“Another aspect is that TV 
seems to give the product more 
prestige. That’s why I believe a 
TV-advertised reconditioned trac- 
tor will bring $100 more than one 
not so advertised. 

“Of course, you can’t rely en- 
tirely on TV. You can’t just sit 
back. You still have to get out 
and work.” 

When Pack’s TV program is fin- 
ished, he drives the tractor out of 
the studio and on to the truck, 
then back to Mineola. He was re- 


120 


minded of the cost of at least 10 
cents a mile, or $5 for the round 
trip, transporting the tractor for 
its TV debut. This would bring 
the cost of a 15-minute program to 
about $82. But Pack dismissed the 
transportation cost as a mere inci- 
dental, compared with results ob- 


Kelly Heads FEI 


(Continued from page 115) 


He said that state or federal 
agencies may be established, charg- 
ed with the responsibility of co- 
ordinating weather modification 
programs in the best interest of the 
over-all economy. 

Krick said that we can look for- 
ward to a rapidly accelerating im- 
provement in our forecasting 
capabilities, as well as our weather 
modification capabilities. 

Agriculture was not a direct con- 
tributor to the recession in eco- 
nomic activity during the past 
year, Howard C. Diesslin said in 
his talk “The Winding Road of 
Farm Profits.” 

He pointed out that farm prices 
in the year’s first eight months 
averaged six percent above a year 
earlier, despite the recession in the 
general economy. In addition, farm 
marketings increased four percent 
in volume. 


tained. 

He is in position to put those 
who question his judgment on the 
defensive. Otho McKaig added the 
farm equipment franchise in 1943, 
or 15 years ago. Pack has been 
manager since 1945, or for the past 
13 years. 


It now appears that net farm in- 
come in 1958 should run well a- 
head of 1957, he said. “After six 
continuous years of decline in net 
realized farm income, the current 
rise in net earnings have given 
welcome relief to farmers who have 
been struggling against the strong 
deflationary trend in agriculture.” 

The speaker warned that “in- 
come in American agriculture will 
run counter to trends in the over- 
all economy of the country for a 
second straight year. As recovery 
in the general economy, now start- 
ed, carries into 1959 the combi- 
nation of larger farm marketings 
and slightly rising farm costs will 
bring lower prices and a somewhat 
lower parity ratio for U. S. farmers 
in the year ahead. Barring any 
major change in the international 
situation, he stated, 1959 will bring 
a recurrence of the “cost-price” 
squeeze in American agriculture 
with the brunt of it coming during 
the last six month of the year. 





Services That Sell 


(Continued from page 105) 


prospects catch up. 

One of these farmers, who al- 
ready had all the tractors he 
needed to turn his ground, was 
concerned about whether he could 
get the plowed ground seeded be- 
fore another rain. 

Carter sent out one of his large 
trade-in tractors to help him pre- 
pare the seed bed. The farmer 
hooked a disc, drag harrow and 
cultipack zr behind it and kept the 
ground prepared for seeding as 
rapidly as the other tractors 
turned it. This farmer, who was 
already a loyal Carter customer, 
was, of course, tied more closely 
than ever to the firm. 

Sometimes when requests for 
demonstrations pile in faster than 
he can fill them, Carter sends a 
brand new tractor to the farmer 
if the prospects for a sale are 
promising. He rarely ever has to 
drive it back. He is very careful, 
however, in deciding on such a 
prospect. He m’*~* be able to pay 


for the machine and must have 
enough land to really need a new 
one. He figures that a farmer 
should have at least 200 acres of 
plowable land to be solicited for 
one of the larger model tractors. 

In order to meet the extra serv- 
ice calls he gets during the main 
growing season Carter hires two 
extra mechanics at that time. Like 
most other dealers he finds it diffi- 
cult to secure dependable, experi- 
enced mechanics when he needs 
them. But he meets this situation 
to some extent by employing un- 
skilled helpers to do the less im- 
portant jobs and allowing the 
trained mechanics to do nothing 
but the jobs requiring technical 
skill. This past spring he hired 
two capable, but unskilled colored 
helpers. He soon trained them to 
where they could make all the 
pickups, deliveries and run all the 
errands without taking the regu- 
lar mechanics off the job. 

Carter has three skilled me- 
chanics and one full time parts 
man. The mechanics are Harold 
Boaz, Frank Durham, and Charles 
Murphy. The latter has been with 
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MEET THE NEW (ln-buoy 
A-FRAME BOAT TRAILER! 


A 700-mile shock meter test proves Air-buoy with Airide* 
airsprings gives boats the smoothest ride between home 
and harbor. 


HERES HOW AIRIDE WORKS! 


Airide adjusts easily to any weight to 

i —y 7 poe eomoring = Its The new T-1500 Air-buoy with revolutionary Airide 

stren and dependa y have been suspension carries boats weighing up to 1,500 pounds. 

proved by _ million miles of travel on Variable-station wheel and axle assembly can be adjusted 

sated oe forward and backward on frame for various loading 
requirements. Tilt-bed’s one-piece, non-welded pole socket 
provides maximum safety on the highway. 


AIR-BUOY HAS MORE DESIRABLE FEATURES 
THAN ANY OTHER BOAT TRAILER ON 
THE MARKET. CHECK THESE... 


« New Airide airsprings. 
« New Floating suspension. 


e These plus cradle pads and rollers adjustable to any weight 
boat up to 19 feet. 


All Air-buoy trailers have surfaces dip-enameled inside and out 

to withstand corrosion. All are complete with malleable hubs, 

demountable wheels, tapered roller bearings sealed against 

water and dirt, plus all the other important features that make 

Air-buoy your best buy. Air-buoys are available in eight 

models—2 A-frame models, 6 T-frame. List prices from $109.75 

et ae wie ho to $349.50, capacities from 500 to 1,500 lbs. Complete line of 

A— Ordinary steel spring trailer shows accessories offered. All Air-buoys are backed by over 100 years 
damaging shock transmission to of Electric Wheel experience in transportation engineering 





A strong national advertising program in Field and Stream, 
Outdoor Life, and Sports Afield, plus complete sales promotion 
programs, helps you sell Air-buoy. 


a ~—s ; : ; Dealers: Please write us for the address of your nearest distributor. 
B— See how Air-buoy ~~ — E L E CT R | Cc W H E + L Cc Oo * 
mea QUINCY, ILLINOIS 
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the company eight years. Ray 
Faulkner, the parts manager, has 
been with the firm for about three 
years. 

Carter says all his mechanics are 
helpful salesmen in their own 
right. None of them tries to close 
a sale while on a field call but they 
do bring in good leads. They 
know, for example, when working 
on a machine, just how badly the 
owner needs a new one. The me- 
chanic tells the owner about how 
much more work he can expect to 
get out of his present machine and 
all about the late improvements to 
be found on a new one. He passes 
the information on to Carter who 
follows through. 

Ray Faulkner has done a fine 
job as store salesman when Carter 
is out on a canvass or demonstra- 


tion. 

Carter has found it difficult to 
get as many implements and parts 
of certain brands as he can sell. 
Here is where he renders another 
service that his trade appreciates. 
Sometimes he will spend a half 
day calling other dealers over a 
wide territory to get some needed 
machine or part that the branch 
house doesn’t have in stock. By 
this method he can frequently ob- 
tain a certain type of planter, 
baler or tractor that the regular 
supplier doesn’t have. 

Carter keeps a separate record 
of every demonstration he makes. 
On this sheet is listed all the es- 
sential information incidental to 
the job. He reviews this informa- 
tion on making his later follow-up 
calls. 





Cotton Mechanization 
Moves Ahead 


(Continued from page 107) 


disc openers. High-speed hilldrop- 
ping attachments have also been 
made available to those farmers 
interested in planting their crop 
to a stand in uniformly spaced 
hills. Planters in sizes ranging 
from one- to six-row units are 
now available, and the possibility 
that eight-row planters may even- 
tually be used in some areas is not 
too remote. 

Some of the most notable ad- 
vances in production methods have 
been in the field of fertilization. 
The introduction of anhydrous am- 
monia as a source of nitrogen in 
1947 has been followed more re- 
cently by new liquid fertilizer so- 
lutions. These developments have 
greatly simplified methods of ap- 
plication and have effected a tre- 
mendous saving in the cost of ma- 
terials. It is estimated that the 
total net savings from the use of 
anhydrous ammonia amounted to 
more than 20 million dollars in 
the Mississippi Delta alone during 
the first 10-year period of its use. 
Today, there are over 300 known 
liquid-mixed-fertilizer plants in 
the United States, which reflects 
the. widespread interest in non- 
pressure solutions. 

Weed control is now one of the 
last, most expensive, and most 
complex gaps to be bridged in cot- 
ton mechanization. Within the last 
10 years considerable progress has 
been made in developing combina- 
tion chemical and improved cul- 
tural practices. The proper em- 
ployment of such improved imple- 
ments and techniques as hilldrop 


planters, rotary hoes, newer type 
sweeps, cross plowing, flame culti- 
vation, and pre- and post-emerg- 
ence chemicals has materially re- 
duced hand labor requirements 
and costs of producing cotton. 

The effectiveness of a modern 
weed control program is often de- 
termined by the thoroughness with 
which other operations in the pro- 
duction sequence are planned and 
performed. For example, good 
drainage, proper preparation of 
seedbeds and uniform stands are 
essential to the successful use of 
both chemical and mechanical 
weed control practices. Skippy 
stands and low, wet areas are par- 
ticularly troublesome where mod- 
ern methods of weed control are 
employed. 

Pre-emergence herbicides be- 
came established as dependable 
weed control measures for certain 
problems about 3 years ago. They 
have given control of most small- 
seeded annual weeds for 3 to 6 
weeks after planting. However, 
they are only effective where ear- 
ly-season rains occur and on soils 
ranging from sandy loam to clay 
loam in texture. Pre-emergence 
treatments may be made with 
equipment similar to that used in 
applying liquid insecticides. Com- 
mercial machines are available 
which apply herbicides satisfac- 
torily. 

The post-emergence application 
of herbicidal oils is a precision op- 
eration. Equipment must be cali- 
brated and adjusted accurately to 
insure control of weeds without 
damage to the crop. A shield-type, 
parallel-action spray applicator 
has been developed which has 
proven fairly satisfactory. This 
device is a tractor-mounted at- 


tachment for applying oils as di- 
rectional sprays and is designed 
for use in combination with high- 
speed sweeps. Work is also in 
progress to employ residual type 
post-emergence substances instead 
of oils to control weeds. This might 
reduce the number of applications 
sometimes required with oils, and 
might extend efficient weed con- 
trol until harvest. 

Flame cultivation, properly 
used, has proved an effective and 
economical tool for controlling 
weeds in cotton in some areas. 
Most weed control recommenda- 
tions suggest that flame be used as 
terminal treatments following pre- 
emergence and post-emergence 
herbicides. Additional information 
on flaming is contained in Missis- 
sippi Agricultural Experiment 
Station bulletins 545 and 556. 

One of the most important prob- 
lems facing cotton farmers today 
is the control of insects. Millions 
of dollars have been invested in 
spraying and dusting equipment in 
recent years, and approximately 
50 million dollars is spent annually 
for insecticides to contro] cotton 
insects. Interest in chemical-con- 
trol insect programs first became 
widespread when the synthetic or- 
ganic insecticides and the low-vol- 
ume, low-pressure sprayers were 
developed shortly after World War 
II, Particular attention has been 
given to the spraying method of 
applying insecticides in recent 
years since sprays are less affected 
by wind and adhere better to fo- 
liage under dry conditions. 

The self-propelled high-clear- 
ance rig is a relatively new ma- 
chine that is now being used in 
the application of insecticides. 
Over 2,000 of these machines were 
operated in the Mississippi Valley 
area in 1957 and several hundred 
more were reported in use in Cali- 
fornia, Texas, and other bottom- 
land and irrigated areas. Although 
these rigs are used primarily for 
insect control, they are also used 
for applying other agricultural 
chemicals and for flaming. 

Mechanical harvesting has play- 
ed a major role in revolutionizing 
cotton production; in fact, the first 
real incentive to mechanize all 
production operations was born 
when the mechanical picker was 
finally deemed a success in 1943. 
Prior to the advent of the mechan- 
ical harvester, a family could usu- 
ally produce more cotton than it 
could pick and there was little to 
be gained by changing production 
methods. 

Farm machinery companies, as- 
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sisted by public research engi- 
neers, have made outstanding im- 
provements in the design of me- 
chanical harvesters during the past 
15 years. Several models of one- 
row and two-row machines now 
are available and are designed to 
meet the needs of growers under 
varying production conditions. 
Special attention has been given 
to the preservation of cotton qual- 
ity in recent mechanical harvester 
investigations. Progress is also be- 
ing made in developing machines 
suitable for farmers with limited 
acreage. 
So 


Service at a Profit 
(Continued from page 109) 


since no shop can be more efficient 
than the efficiency of the average 
mechanic. And in order to help to 
maintain proper morale, the com- 
pany gives each mechanic a paid 
vacation of two weeks each year, 
but the vacation may be taken 
only a week at a time in order not 
to upset the normal routine of the 
department too much. 

The earnings of the man on va- 
cation are determined by averag- 
ing his weekly income for the 
year, and he receives that sum for 
each of his two weeks’ vacation. 
The vacation program has been a 
definite factor, Hill believes, in 
holding down turnover of service 
department personnel and _ in 
maintaining a sizable waiting list 
of good mechanics who want to go 
to work for the company. 


Steady Volume 


The company is able to main- 
tain a fairly equalized monthly 
service volume throughout the 
year through special promotions 
of specific services which produce 
revenue during a normally “off- 
season” period. 

For example, it promotes a cot- 
ton-picker drum repair and stor- 
age deal that brings in repair vol- 
ume in winter and at the same 
time establishes a steady monthly 
storage income for several off-sea- 
son months. The service depart- 
ment asks cotton farmers to bring 
in their cotton-picker drums for a 
complete check, as soon as they 
have been taken out of service at 
the end of the picking season. 

There is no charge for the check- 
up, unless parts must be replaced, 
and then the charge is only for the 
parts used, In the meantime, be- 
fore or after the check, the com- 
pany stores the drum inside a 


warehouse and guarantees the cus- 
tomer that the drum will be started 
up and run once a month, in order 
to keep it in proper operating con- 
dition for the forthcoming season. 

For this service and storage, the 
company gets $7.50 per month. 
Last season it stored more than 25 
cotton-picker drums for several 
months. 

Another typical promotion dur- 
ing the dormant farming period is 
to sell farmers on the idea of bring- 
ing in their tractors—or having the 
company do it—for a complete 
check, for which there is no charge. 
The only cost involved is for parts 
and labor, if the mechanic finds 
anything to be done; and this work 
of course is not performed until 
after the customer has been con- 
tacted and he gives the order. 

Customers are encouraged to 
bring in their tractors during a pe- 
riod when they will not need them 
for sometime, so that the service 
department may do the checking 
when the men are not busy on 
routine jobs. 


Most Effective 


Such promotions are advertised 
in the local paper, but the most 
consistent selling is by tractor and 
implement salesmen. All tractor 
and implement men work on 
straight salary, and they are train- 
ed to understand that a vital part 
of the job is to sell service as well 
as equipment. Thus, when a pro- 
motion, such as the cotton-picker 
drum plan, is ready, Hill notifies 
the salesmen, through the daily 
sales meeting, that it is time to 
push cotton-picker drum service, 
and they are reminded of it every 
two or three days for two or three 
weeks, so that they subconsciously 
remember to mention the service 
to any customer who owns a cot- 
ton-picker. 

“Our outside tractor and imple- 
ment salesmen are our best service 
salesmen,” Hill points out. “This is 
logical because they contact cus- 
tomers right on their farms and are 
in position to observe the need for 
specific services and can suggest 
them.” 

Service on the customer’s own 
farm is an important factor in 
building service business, Hill be- 
lieves. The company will send a 
mechanic in a pick-up anywhere 
in the territory to make minor re- 
pairs and adjustments, and it sends 
a winch-truck out to pick up trac- 
tors and other heavy equipment 
that needs major service and must 
be brought into the shop. 
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Roughly, all jobs costing $50 or 
more are brought into the shop, at 
no extra charge to the customer; 
and they are delivered back to the 
farm when the work is done. 

The charge for minor jobs per- 
formed on the customer’s premises 
is the regular flat rate, with the 
labor involved starting at the time 
the mechanic leaves his service de- 
partment and ending when he ar- 
rives back at the department. This, 
the company has found, automat- 
ically takes care of any mileage 
charge that might otherwise be 
necessary in order to make a profit 
from small jobs performed on the 
customer’s premises. 

Hill holds a sales meeting every 
week-day morning, between 7 and 
8 o’clock at which all department 
heads, salesmen and the service 
manager are present. 

It is here that he is able to “sell” 
the tractor and implement sales- 
men, as well as the service manager 
on the necessity of promoting spe- 
cific off-season services to augment 
routine shop work. He tells them 
not only what should be pushed 
but how to push it, and it is clear 
that every man who comes in con- 
tact with tractor and equipment 
owners are expected to push the 
special service currently being pro- 
moted as well as routine service. 

“Training outside equipment 
salesmen that it is a part of their 
job to sell service is vitally impor- 
tant, we find, in developing a pro- 
fitable service department,” Hill 
stresses. ““These men contact farm- 
ers more often than any of the 
rest of us. In many cases, they 
know them much better than we 
do, and they are in a logical posi- 
tion to sell service. But they must 
be sold on the idea that it is a part 
of their job and that they are not 
performing satisfactorily when 
they don’t constantly push service 
as well as equipment sales.” 


Ford Appoints Leary 
Service Manager 


APPOINTMENT of R. C. Leary as 
manager, Service Department, is 
announced by L. E. Dearborn, gen- 
eral sales manager, Tractor and 
Implement Division, Ford Motor 
Co. 

Leary, prior to his appointment, 
was assistant service manager. He 
joined Ford Motor Co. in June 
1947, serving as senior service en- 
gineer for the Ford Division be- 
fore joining Tractor and Imple- 
ment Division in 1954 
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NEW EQUIPMENT? 


With this Super Hayliner 78 a farmer can bale up to 400 bales per hour. Throttle 
speed is adjusted from the tractor seat 


New Haymaking Machines 
Introduced by New Holland 


New HOLLAND Machine Co. re- 
cently introduced four new hay 
making machines which make up 
a part of the company’s 1959 line 
of grassland farm machinery. 

The four new machines include 
three hay balers and a Rolabar 
rake. The balers are: Super Hay- 
liner 68, Super Hayliner 78, and 
Hayliner 67. The rake, featuring 
“100-acre lubrication,” is the Su- 
per 55 Rolabar Rake. 

Ease in baling is the keynote of 
New Holland’s latest family-size 
baler, the Super Hayliner 68 with 
convenience controls. A tug of a 
rope shifts the “68” from trans- 
port to operating position. The 
baler’s pickup is moved up or 
down just as easily with a rope 
control. 

All models of the Super Hay- 
liner 68 have a special Control 
Center and without leaving the 
tractor seat, farmers can regulate 
throttle speed, engage or disengage 
engine, shift the drawbar and 
pickup positions. 

In operation, it is said to make 
better bales by using new longer 
tines on its Flow-Action feeding 
system. Simple adjustment of bale 
tension is accomplished by two 
cranks on the bale chamber. Bales 
are tied with the Hayliner’s new 
chrome-plated bill hooks; chrome 
plating protects the bill hooks 
against rust and wear as it pro- 
vides a smooth surface for knotter 
action. 
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The Super Hayliner 68 is manu- 
factured in either engine or PTO 
models with twine or wire tie. 

The big and brawny Super Hay- 
liner 78 also now has convenience 
controls to make the farmer the 
baling boss. A tug on a cable locks 
the baler’s right wheel and shifts 
the baler from transport to wheel 
travel. A rope at the tractor seat 
operates the pickup lift capstan. 
Farmers simply pull the rope to 
raise the pickup part way or en- 
tirely; then another tug returns 
the pickup to baling position. 

The throttle speed, too, is ad- 
justed from the tractor seat by a 
cable control, and a cable is used 
to engage the engine for baling. 


Although the Super Hayliner 78 
is rugged, fewer and lighter work- 
ing parts make the “78” lighter 
and more maneuverable, the com- 
pany states. With a “78” farmers 
can bale up to 400 bales an hour 
with no stress on operator or ma- 
chine. The “78” comes in either 
engine or PTO models, twine or 
wire tie. 

New Holland introduces the 
Hayliner 67 baler as providing 
quality hay baling at an economi- 
cal price. The company states that 
it has accomplished this by build- 
ing Hayliner quality and perform- 
ance into the “67” without adding 
a few of the “extras” some op- 
erators demand. 

The Hayliner 67 has Flow-Ac- 
tion feeding. Farmers can be sure 
of tight ties with the “67's” field- 
proven knotters, and the wide 56- 
inch pickup makes it easy for 
farmers to follow windrows 
Spring loading lifts the pickup 
over high spots in the field. 

With once-a-season lubrication 
farmers can rake with less main- 
tenance with New Holland’s new 
Super 55 Rolabar Rake. Through 
the use of nylon, phenolic resin 
and sealed precision bearings, the 
typical farmer with about 35 hay 
acres will lubricate his Super 55 
Rolabar Rake once a season, ac- 
cording to the company who calls 
this “100-acre” lubrication 

Tine bar and reel bearings are 
sealed and require no lubrication 
Other moving parts require lubri- 
cation once every 100 acres with 
one minor exception 

The five-bar reel is said to give 


Family size baler, the 68, is manufactured in either engine or PTO models with 
twine or wire tie 
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farmers the rignt amount of mo- 
tion for smooth, leaf-saving de- 
livery of hay to windrow. The 
Super 55’s basket moves hay only 
half as far as conventional side 
rakes. It rolls up even windrows 
for fast pickup. 

The Super 55 offers farmers fast 
hookup with only one hitch point. 
And, since the rake has ground 
drive, it can be used with any 
farm tractor. 

Floating “shock absorbers” pro- 
tect tines on rough ground and 
provide cleaner raking as the Su- 
per 55 rolls up bunch-free wind- 
rows with stems on the outside, 
leaves on the inside for fast, even 
hay curing. 

> 


Taylor Announces 
New Offset Harrow 


TAYLOR Implement Manufactur- 
ing Co., Athens, Tenn., is intro- 
ducing a new, improved offset 
harrow available with narrow or 
wide disc-spacing to meet the re- 
quirements of various soil condi- 
tions. 

Model 200024 features 9%” 
disc-spacing to assure a smooth 
finish in lighter, loamy soils. This 
model has sixteen 24” discs and 
ball bearings, with 644’ cut. 


The 1144” wide-spacing of discs 
is available for best penetration 
of tough, hard soil in the follow- 
ing units: Model 200026, 6 cut, 
12-22” or 24” discs; Model 200027, 
7’ cut, 14-22” or 24” discs: 
200028, 8 cut, 16-22” or 
discs. These models feature tapered 
roller bearings. 

Taylor field-test designing and 
engineering minimizes side-draft 
in all units and cut-depth is fully 
equalized. Another feature is high 
road clearance for quick, easy mo- 
bility even in deep rutted areas 
Wheels are for 670-15 tires. 








Harvester Co. Designs 
Machine to Wafer Hay 


One of the newest ideas for harvesting a hoy crop and processing it in the 
field for economical feeding and storage is the experimental field pelie- 
tizer developed by IH engineers. Inset in above photo shows wafers which 
would require about 40 percent of storage space needed for baled hay 


SOMETHING brand-new that 
may revolutionize haymaking is 
announced by International 
Harvester Co., Chicago. It’s an 
experimental hay pelletizer — 
one of the first portable ma- 
chines for pelletizing hay direct- 
ly from the field. Forward-look- 
ing IH engineers are working on 
the machine to bring automa- 
tion to the hayfield. With this 
pelletizer tomorrow's farmers 
wouldn't need to lift a pound of 
hay from standing crop to stor- 
age. Even feeding the hay pellets 
could be a pushbutton operation. 

Design work on the pelletizer 
is progressing favorably, al- 
though the machine is not yet 
ready for production 

The radically new machine 
picks up hay from the windrow 
—compresses it into wafers — 
then delivers them into a trail- 
ing wagon. The wafers are 
quickly and easily put into stor- 
age with a self-unloading wagon 
and an elevator. Harvester 
points out that the wafers would 
require only 40 percent of the 
storage space needed for baled 
hay. They are sized for conven- 


ient mechanical handling and 
self-feeding, being about four 
inches in diameter and about 
two inches thick. “Old bossy” 
can either break them in two 
against the manger or crush 
them up in her mouth. When a 
comparison is made of the me- 
chanized handling of these waf- 
ers with the manual labor re- 
quired to handle bales, the com- 
pany points out that the labor- 
saving possibilities of the new- 
type machine are evident 

Hay stems compressed into 
the wafers are up to four inches 
long. Thus the roughage char- 
acteristics of regular hay are 
retained. This allows the di- 
gestive juices in the cow’s stom- 
ach to act fully on the hay in 
the wafer for maximum meat or 
milk production. Harvester en- 
gineers look forward to using a 
hopper on the machine to mix 
feed additives right in the field 

At the present time, the com- 
pany is working with the Uni- 
versity of California, and the 
University of Illinois on feeding 
tests on the wafers. Preliminary 
tests are encouraging 
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John Deere Markets 
Air-Conditioned Cabs 


JOHN DEERE Self - Propelled 
Combines equipped with factory- 
engineered pressurized cabs to 
provide “complete” air condition- 
ing are being marketed by the 
Moline, Ill., manufacturer. 

The cabs, developed for the 55 
and 95 Self-Propelled Combines, 
will give operators air which is 
conditioned to the temperature 
they desire. In addition, because 
of an internal built-up air pres- 
sure, the filtered air in the cabs 
will be kept free of dust, pollen, 
and other irritants. 

The visored cabs are carried on 
heavy steel frames. They are 
equipped with full-view windows 
of shatter-proof tinted glass and 
rear vision mirrors mounted on 
each side. 

Farmers will have three options 
in buying the John Deere cabs. 
They will be able to buy the com- 
bined heating and cooling year- 
‘round unit, a cooling unit only, 
or a heating unit only. 

A heavy-duty condenser, used 
for the cooling system is mounted 
on the left rear side of the separa- 
tor body and is belt driven from 
the combine’s engine. Special fine- 


mesh screening around the air in- 
take prevents the possibility of 
clogging from chaff and straw. 

All components of the condi- 
tioner are of the time-proved, 
heavy-duty automotive type. They 
are compactly grouped on the left 
side of the combine for easy 
maintenance. Permanent filters 
can be removed, cleaned, and re- 
used. 

* 


Lombard Announces New 
"Balanced" Chain Saws 
“BALANCED DESIGN” in all its 


chain saws is a new development 
announced by the Lombard Gov- 


ernor Corp., Ashland, Mass. The 
balanced design is said to put 
pounds where they count, to pre- 
vent fatigue, to mean greater cut- 
ting performance, and to make the 
saw easier to handle. 

Lombard offers a complete line 
of medium and high powered bal- 
anced design chain saw models, 
gear driven or direct drive with 
float or diaphragm carburetor, in- 
cluding: the new D-40A Super 
Gladiator Chain Saw which is in 
the lower price range, and the 
Super 6 D-64 Chain Saw, shown 


Alexander Adds Bush and 
Bog Lift Harrow to Line 


ALEXANDER Manufacturing Co., 
Picayune, Miss., announces the ad- 
dition to its line of a new straight 
Bush and Bog Lift Harrow. 

The new series comes in three 
models with 10 blades on 9” spac- 
ings and 1%” square axle. Cutting 
width of the harrow is 7 feet and 
the weight ranges from 700 to 775 
pounds. The harrow comes with 
either regular iron bearings or 
Tri-Ply sealed ball bearings, and 
is designed especially for heavy 
duty bush and bog work 
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Tractor, Plow and Harrow Clevises — Hay Hooks 
Shackle Chain Hooks — Hitch and Clevis Pins 
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Two-Row Potato Digger 
Is Announced by IH 


INTERNATIONAL Harvester Co. 
has announced a new low, level- 
bed, two-row potato digger for use 
with any four-plow or larger trac- 
tor with standard pto and remote 
hydraulic controls. Built to handle 
34, 36, 38, or 40-inch rows, the Mc- 
Cormick No. 21 digger with twin 
aprons is said to be fully controll- 
able for harvesting potatoes with 
an absolute minimum damage to 
the crop. 

A single remote hydraulic cyl- 
inder controls operating depth of 
the digger. When equipped with 
IH’s exclusive new leveling control 
attachment, another hydraulic cyl- 
inder permits the operator to level 
shovels, independently of digger 
chassis, in irregular ground or 
where furrow depth varies. 


Apron speed can be varied by 
interchangeable conveyor sprock- 
ets or by regulating engine rpm. 
Apron incline is adjustable by rais- 
ing or lowering the axle mounting 
in one of three positions. Amount 
of apron agitation is regulated by 
a choice of sprockets that shake or 
agitate the apron. 

Other features of the new digger 
include a non-removable tubular 
pto safety shield; factory lubricat- 
ed bearings that reduce hand lub- 
ricating to only five points; and a 
completely enclosed spring-loaded 
slip -clutch on the power shift. 
When desired, press type gauge 
wheels are available for automatic 
depth control. 





For information on 
HELPFUL LITERATURE 
See Page 128 














BALANCED TO PREVENT FATIGUE 


Only LOMBARD offers 
BALANCED Chain Saw 


DESIGN 


re 1a ee 


@ CUTS MORE TIMBER WITH 
LESS EFFORT 


@ TRUE BALANCE WITH NEC 
ESSARY WEIGHT IN THE 
PROPER PLACES 


OVER 6 HORSEPOWER 
UNQUESTIONABLY THE FINEST 
DIRECT DRIVE SAW ON THE 
MARKET TODAY 


® Cuts in al! positions 
@ Air tilter of extreme 
Jes? DoOSsIDi¢ 


Heavy duty oversize 


WRITE FOR INFORMATION ABOUT LOMBARD’S COMPLETE 
LINE OF CHAIN SAWS — PRICES START AS LOW AS $159.50 


LOMBARD GOVERNOR CORP. 


ASHLAND, MASSACHUSETTS 
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HELPFUL LITERATURE 


Brower Manufacturing Co., 394 N. 
3rd St., Quincy, Ill, has a catalog 
available on its lines of feed mixers 
and mills and poultry supplies. For 
more information—, 

Write in No. J1 on coupon below 


Larson Machine Co., Princeville, 
IiL., covers its line of farm sprayers, 
fertilizer applicators, and other equip- 
ment in a catalog offered to the trade. 
For more information— 

Write in No. J2 on coupon below 


Gehl Bros. Manufacturing Co., 
West Bend, Wis., has literature avail- 
able on its two pieces of optional 
equipment—the conveyor extension 
and the reversible apron—designed 
for addition to the Gehl self-unload- 
ing pto forage box. For more infor- 
mation— 

Write in No. J3 on coupon below 


Clark Manufacturing Co., Ather- 
ton, Mo., has literature available on 
its sprayers, ammonia applicators, 
and hydraulic cart for rotary hoes 
and harrows. For more information— 

Write in No. J4 on coupon below 


For more 
information 





Fill out and mail coupon to 


SOUTHERN 
FARM EQUIPMENT 


806 PEACHTREE STREET, N. E. 


ATLANTA 8, GA. 


Wright Power Saw & Tool Corp., 
410 S. Third St., Louisville 2, Ky., 
offers a 16-page illustrated booklet, 
“Easy Steps to Woodcutting with the 
Wright Rebel.” The booklet describes 
the saw which features a reciprocat- 
ing blade, and tells how it can be 
used, in addition to felling trees, for 
building a log cabin, rustic outdoor 
furniture, fences, etc. For more in- 
formation— 

Write in No, J5 on coupon below 


Wisconsin Motor Corp., Milwaukee 
46, Wis., offers bulletin S-223 which 
describes all models of its powered 
equipment. For more information— 

Write in No. J6 on coupon below 


Commercial Credit Equipment 
Corp., 1300 N. Woodward Ave., 
Birmingham, Mich., offers a _ bro- 
chure on using credit as a sales tool. 
The company provides sales-building 
credit plans for farm equipment deal- 
ers regardless of the line the indi- 
vidual dealer handles. For more in- 
formation— 

Write in No, J7 on coupon below 


Available free to readers. Just write in the 
key numbers on the handy coupon below 


Century Engineering Corp., Cedar 
Rapids, Iowa, offers a 5-point mer- 
chandising program to help the deal- 
er in selling more sprayers. For more 
information— 

Write in No. J8 on coupon below 


B. F. Goodrich Tire Co., Akron, 
Ohio, describes how equipment op- 
erators and owners can get maximum 
service out of off-the-road tires in a 
52-page handbook now offered. Four 
factors in off-the-road tires, all with- 
in control of the equipment operator 
or owner, are discussed in the hand- 
book. The factors are load, inflation, 
operating conditions, and tire care. 
The booklet also describes the com- 
pany’s complete line of off-the-road 
tires and carries data on load and in- 
flation, weights and measures, tire 
specifications for 1957 motor graders, 
self-propelled scrapers, and tractor- 
drawn scrapers plus valve and rim 
information. For more information— 

Write in No. J9 on coupon below 


The Ferguson Manufacturing Co.., 
Suffolk, Va., introduces its new 


Send information on these advertisements .. . 
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power-driven cultivator, the Tilrova- 
tor, as the answer to all crop culti- 
vation. Dealers are offered a color- 
ful 4-page brochure. For more infor- 
mation— 

Write in No. J10 on coupon, Pg. 128 


Dempster Mill Manufacturing Co., 
Beatrice, Neb., offers dealers an 8- 
page detailed Plantall Catalog. The 
Plantall is an adaptable tool for 
planting any type of row crop, with 
fertilizing attachments also available. 
For more information— 

Write in No. J11 on coupon, Pg. 128 


Crescent Plastics, Inc., 955 Dia- 
mond Ave., Evansville 7, Ind., offers 
a folder giving advantages, maximum 
depth recommendations, and detailed 
infomation for installing submersi- 
ble pumps up through 1-hp and deep 
jet pumps with new semi-rigid Cres- 
line-KL (Kralastic) pipe. For more 
information— 

Write in No, J12 on coupon, Pg. 128 


Henke Manufacturing Co., Colum- 
bus, Neb., has literature available 
covering its Columbus heavy duty 
roller mills. The line consists of three 
models: trailer, truck mounted, and 
stationary; four capacities: 300, 600, 
900, and 1200 bu. For more informa- 
tion— 

* Write in No, J13 on coupon, Pg. 128 


Taylor Implement Manufacturing 
Co., Athens, Tenn., has available a 
catalog containing literature covering 
the complete Taylor-Way line, featur- 
ing subsoilers, disc harrows, disc 
plows, and disc tiller plows. Litera- 
ture is also available on the new 
Taylor-Way offset harrows. For more 
information— 

Write in No. J14 on coupon, Pg. 128 


Iowa Fibre Products, Des Moines, 
Iowa, has available a catalog sheet 
featuring the following L-S cushions: 
the L.S. 200, all shredded foam rub- 
ber with plastic covered cloth; the 
L.S. Super 600, solid foam rubber 
with plastic cover; and T-1 400, all 
shredded foam rubber covered with 
canvas. Also, replacement cushions 
which include the JD-100, fits A, B, 
G, GM, 50, 60; JD-200, fits M, MT, 
40; Knoedler No. 300 replacement 
cushions. For more information— 

Write in No. J15 on coupon, Pg. 128 


Ray Cunningham & Sons, Inc., 501 
Gillette St., La Crosse 25, Wis., will 
supply full color folders and com- 
plete information on selling the Cun- 
ningham Hay Conditioner. For more 
information— 

Write in No, J16 on coupon, Pg. 128 


Universal Pulleys Co., 349 N. Mos- 
ley, Wichita, Kansas, features the 
Transmix utility mixer in a folder 
which gives complete information on 
its mumerous uses, such as mixing 


feed, silage, cement, and hauling dirt. 
For more information— 
Write in No. J17 on coupon, Pg. 128 


Allis-Chalmers Manufacturing Co., 
Tractor Group, Milwaukee 1, Wis., 
has available the following litera- 
ture: the TL-1884 which covers the 
new Post Hole Digger for use with 
A-C wheel tractors; the TL-1861 
which describes the Farm Loader 
now available for A-C farm tractors. 
For more information— 

Write in No, J18 on coupon, Pg. 128 


Crown Dairy Supply Co., 323 W. 
College Ave., Waukesha, Wis., is of- 
fering a 12-page booklet entitled 
“How to Get the Most Service from 
Your Crown Milking Machine Infla- 
tions.” The booklet deals with the 
various types of milking machine 
rubber—natural rubber, synthetic, or 
a combination of both. The primary 
causes of inflation deterioration are 
listed and discussed in detail. Also 
discussed is < new type of inflation 
remover developed by the company. 
For more information— 

Write in No. J19 on coupon, Pg. 128 


Century Engineering Corp., Farm 
Equipment Division, Cedar Rapids, 
Iowa, presents its line of all purpose 
sprayers in its 1958 sprayer manual. 
The manual is designed to help the 
dealer promote Century equipment 
and also gives a great deal of general 
information about spraying. It con- 
tains detailed specifications and is 
fully illustrated, including numerous 
photos of the equipment in action. 
For more information— 

Write in No. J20 on coupon, Pg. 128 


Massey-Ferguson Industrial Divi. 
sion, 1009 South West St., Wichita, 
Kansas, presents its line of industrial 
equipment in a colorful brochure, 
complete with action photos and 
specifications. Included are the new 
Work Bull tractors 202, 1001, 303, and 
the Fork Lift, as well as Davis load- 
ers, backhoes, etc. The Work Bull 
and Davis products are described as 
power-matched for profitable on-the- 
job production. For more informa- 
tion— 

Write in No. J21 on coupon, Pg. 128 


B. F. Goodrich Tire Co., Akron, 
Ohio, offers a 32-page product cata- 
log that lists complete specifications 
and describes correct use and main- 
tenance of agriculture tires for farm 
and industrial use. In addition to pro- 
viding inflation and load data for all 
B. F. Goodrich agriculture tires, the 
catalog carries helpful articles on 
liquid weighting of tractor tires, the 
use of wheel weights, mounting and 
demounting, maintenance, the use of 
tractor tire solution equipment and 
valve and accessory equipment. For 
more information— 

Write in No. J22 on coupon, Pg. 128 


Flint & Walling Manufacturing Co., 
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Inc., 379 Oak St., Kendallville, Ind., 
provides a catalog on its line of wa- 
ter systems. The company states that 
there are F & W models to meet all 
requirements exactly. For more in- 
formation— 

Write in No. J23 on coupon, Pg. 128 


Rapidayton Division, Tait Manu- 
facturing Co., Dayton 1, Ohio, has 
available a 32-page, illustrated man- 
ual on the selection, installation, and 
maintenance of its submersible 
pumps. The manual covers both two- 
and three-wire submersible systems, 
and also includes a detailed check 
chart of “trouble-shooting” informa- 
tion. For more information— 

Write in No. J24 on coupon, Pg. 128 


Joliet Wrought Washer Co., Joliet, 
Ill., gives complete details about steel 
and non-ferrous flat washers of all 
kinds in an available catalog. For 
more information— 

Write in No. J25 on coupon, Pg. 128 


Peerless Equipment Co., Joplin, 
Mo., gives complete information in 
an illustrated folder on all portable- 
stationary models and sizes of all- 
purpose and small grain Roller Mills. 
For more information— 

Write in No. J26 on coupon, Pg, 128 


Claffey Machine & Manufacturing 
Co., Groveport, Ohio, has literature 
available on its power wagon un- 
loaders which are available in can- 
vas-apron or false end-gate models. 
Either model fits all farm wagons. 
The portable power unit may be pur- 
chased separately; all makes of hand 
unloaders can be converted to this 
unit. For more information— 

Write in No, J27 on coupon, Pg. 128 


Henry Manufacturing Co. P. O. 
Box 521, Topeka, Kansas, offers a 
three-color folder picturing and de- 
scribing in detail its new complete 
line of loaders, tractor shovels, and 
backhoes. Information on other 
equipment manufactured by the 
company is presented also. The fold- 
er is punched to fit a standard 3-hole 
loose-leaf binder. For more informa- 
tlon— 


Write in No. J28 on coupon, Pg. 128 


Mid-West Forging & Manufactur- 
ing Co., 38 S. Dearborn St., Chicago 
3, Ill., offers folder on its products 
which include spike harrow teeth, 
spring harrow and cultivator teeth, 
rotary tiller tines, rotary cutter 
blades, etc. For more information— 

Write in No. J29 on coupon, Pg. 128 


Chicago Rawhide, Service Sales 
Division, Elgin, Ill, offers a folder 
which tells all about special fleet and 
service shop stocking cabinets and 
the special bonus Oil Seal Kit. For 
more information— 

Write in No. J30 on coupon, Pg. 128 
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Acme Shear Oo. 

Adams Co., CG. F. 

Aladdin Laboratories, Ine. 

Allis-Chalmers Mf 

American Biltrite ‘abber Co 

American Chain & Cable Co., 
Ine., American Chain Div. 

American Floor Machine Co., 
Div. of American-Lincoln 
Corp 

gumerinnn Pad & Textile Co. 

American Screw Company 

American Steel & Wire Co., 
Cyclone Fence Div. 

American Tack Co. 

Amerock Corporation 

Ames Co., O. 

Anderson Hdw. 


Animal Trap Co. of America .. 


Arrow Fastener Co., Ine. 

Atkins Saw Div. Borg- 
Warner Corp. 

Atlantic Steel Co. 

Atlas Screw & Specialty Co. 

Atlas Tack Corp 


Bakelite Co., Div. of Union 
Carbide & Carbon Corp. 

Bassick Co. 

Bethlehem Steel Corp 

Black & Decker Mfg. 

Bommer “ee —_s 
ree . 

Brearley Co. 

Breeders Supply & 
Equipment Co. .. 

Brink & Cotton Mfg 

Bronson Reel Co ay 

Brown Seep... ‘ ng , 

Burch Mf 

Burgess 4.1 a 

Burlington Molding Corp. 
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Calbar Paint & Varnish Os. 
Campbell Chain Co. . , 
Carolina Washboard Co. 
Oase Co., J. I. 
Oase Co., J. I 

Industrial Div. .. 
Champion DeArment ‘Co 
Chattanooga Royal Co 
Clark Brothers Bolt Co 


Clarke Sanding Machine Go. 


Olassified Ads 

Clemson Bros., 

Cleveland Mills Co. 

Clinton Machine Oo. 

Colorado Fuel & Iron Corp 
ewe Spencer Stee 


Colorite Plastics .... 
Columbia Malleable 
Castings Corp. ... 
Columbian Rope Co 
Commercial Credit 
Equip. Corp. ... 
Consumers Glue Co 
Oooper Mfg. Co 
Corson Bros., Inc 
Coughlan Co., G. N 
Crescent Plastics, 
Orescent Tool Co 
Crosman Arms Oo., 
Cross Mfg. Co. 
Oyclone Fence Dept., 
States Steel Corp 


United 
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Damascus Steel Products oP. 


Deere, John a 
Dempster Mill Mfe. Co 
Denison-Johnson Oor 
Diamond Expansion 


Diamond Tool & Horseshoe Co. 


Dobbins Div., 

Chamberlain Corp. 
Draper-Maynard Company 
Du Pont de Nemours & Co.., 

E. I. (Plastics Division) 


130 


eenewee ee ** 


~ 
o 


E 


Eastman Chemica! Prods., 
Inc., Plastics Div 
Eclipse Lawn Mower Co., 
Lawn Mower Div. 
Electric Wheel Co., 
Tire & Rubber Co. 
Empire Brushes, Inc. 
Empire Plow Co 
Enterprise Mfg. 
Estwing Miz. Co 
Evans Rule Co. 
Eversman Mfg 


F 


Fasco Industries, Inc. 
Federated Mutual Implement 
& Hdw. Insurance Co 
Fitler Oo., Edwin H 
Pletcher-Terry Co. 
Plex-O-Glass, Inc., 
(Warp Bros.) 
Plintkote Co. . 
Follansbee Stee! Corp. 
Forsberg Mfg. Co 
Forsberg Co., H 
Franklin Plastics . 
Ft. Myers Iron Works 
Fuller Tool Co., Ine 


G 


Gamble-Skogno, Inc 

Gehl Bros fg. Co 

General Electric Co., 
Div.—Large Lamp Dept 


Gilbert & Bennett Mfg. Co. .. 


Gilmour Mfg. Co 
Grabler Mfg. Co 
Graham & Co., Inc., John H. 
Bevin Bros. Mfg. Oo. Div 
Graham & ©o., Inc., John H 
G. W. Griffin Div 
Grabam & Co., Ine., J 
King Cotton Cordage Div. 
Graham & Co., Inc.., 
Ohio Machine Prods., Inc. 
Greenlee Tool Co 
Griffin Mfg. Co 
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Hager & Sons Hinge 
Mfe. Co. ase 
Hamilton-Skotch Corp 
Hanson Oo., Henry L 
Hayes Spray Gun Co 
Harris, _ Morton 
Hedlund Miz Oo 
Heineke & Co - 
Herschell Mfg. Co., Inc., 
Hodell Chain Co see 
Hodgman Rubber Oo 
Hol-Dem Elec. Fencer Co. 
Hollalander Mfe. Co. 


Hoosier Tarpaulin & Canvas 


Goods Oo., Inc 6 
Hoppe, Frank A., Ine 
Howard Rotovator Co., Inc. 
Hyde Mfg. Co 


Igloo Corp. . 
International Harvester Co 
(General Line) éeue 

Trwin Auger Bit Co 
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Jackson Mfg. Co ‘ 

Johnston Lawn Mower Corp 

Jones & Laughlin Steel ap. 
Cream Oity Div 
Container Div 

Justrite Mfg. Co 
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Kellog Brush Mfg. Co 
Keuffel & Esser Co 


Keystone Steel & Wire Co. 92, ‘ 


King Hardware Co 


Firestone 


John H. 
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Inside Back Oover 


Klein-Logan Oo 
Klein & Sons, Mathias .. 
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Lamson & Sessions Co. 
Langley Corporation 
Larson Oo., Chas, O 
Lawn-Boy, Div. of 
Outboard Marine Corp 
Lazy Boy Lawn Mower Co. 
Lilliston Implement Co 
Linen Thread Co., Ine 
Locke Stove Co 
Lombard Governor Corp 
Long Mfg. Co 
Louv-r-Pak, Ine 
Lufkin Rule Co 


M 


Mall Tool Co., Div. of 
Remington Arms Co., Inc 

Mann Edge Tool Co 

Marshalitown Trowel Co 

Masonware Company 

Massey-Harris-Ferguson 

Master Lock Co . 

Maze Co., W. H 

Melnor Industries 

Midland Industries 


Milwaukee Tool & Equip Oe. . 


Modern Tool & Die Co 
Molly Corp 

Moore Push-Pin Go 
Mossberg & Sons, Inc., 
Moto-Mower Co 

Mouli Mfg. Co 
Murray Ohio Mfg. Co 
Musgrave Mfg. Co 
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National Business Publications 


National Metal Products Co 
National Screw & Mfg. Co 


New Holland Machine Oo. 112, 


New York Wire Cloth Oo. . 
Nicholson File Co . 
Nixdorff-Krein Mfc. Co 


Northwestern Steel & Wire Co 


oO 


Olin Mathieson Chem. Corp 
Winchester-Western Div 

Olt Co., Philip 8 T 

Orchard Industries, In« 

Ox Fibre Brush Co., In 


Pp 


P& Tool Company 
P e 4 Co oe 
Penens Tool © orp 


Penn Fishing Tackle Mfg. Co 


Pennsylvania Lawn Mower Div 


Peters Oartridge Div 
Petersen Mfg. Oo . 
Phoenix Manufacturing Co 
Plastex Oo 
Plumb, Inc.. Fayette R 
Plymouth Cordage Co. 
Portable Electric Tools, Inc 
Pro-Phy-Lac-Tiec Co., 
Prolon Div 


R 


Radiator Specialty Oo 
Red Devil 
Tools ... 
Red Head Brand Co 
Reeve Company 
Remington Arms Oo. 
Republic Steel Corp. . 
Resort Boat Oo., (Div. of 
Southwest Mfg. Co.) 
Revere Copper & Brass, Inc 
Reynolds a 
Richards-Wileox Mfg 
Rocco Products, Ine. 
Royal Elec. Corp 
Rubbermaid, Inc 
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Inside Front Cove 


Front Oover 
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Ruberoid Co 

Ruseell, Burdsall & Ward 
Bolt and Nut Co 

Rust Sales Corp 


Ss 


Samson Cordage Works 

Sandvik Steel Inc 

Sanitary Receiver Co 

Sargent & Oo ; 

Savage Arms Corp., 

Savage Arms Oorp.. 
Lawn Mower Div 

Shiueter Mfg. Oo 

Scovill Mfg. Co 

Shakespeare Co 

Sherman Mfg. Co., H. B 

Sherwin-Williams Co 

Siebert Co., O 

Silent Sioux Corp 

Slaymaker Lock Co 

Smith & Co. D. B 

Smith & Sons, Inc., Seymour 

South Bend Tackle Co 

South Bend Toy Mfg. Co 

Southern Hardware 

Southern Screw Co 

Southland Mower Co 

Southwestern Plastic Pipe Co 

Spraying Systems Co 

Star Mf¢. Co 

Strataflo Products, Inc 

Style-Crafters, Ine 

Sunflower Industries. Inc 

Sunset Line & Twine Co 

Supplex Company 

Supreme Prods. Corp 

Swan Rubber Co 

Swing-A-Way Mfg. Co 


Arms Div 


T 


Tait Mfg. Co 

Taylor Chain Co., 8. G 

Tennessee Coal, Iron & 
R. R. Co 

True Temper Corporation 

Tucker Duck & Rubber C 

Turnbuckles, Inc 

Turpentine & Rosin 
Factors, Inc 


U 


UMOO Corp 

Union Fork & Hoe Co 
Union Malleable Mfg. Co 
United States Plywood Cor 
Tnited States Steel Corr 
Universal Converting Corp 
Upson Brothers, Inc 

Utica Drop Forge & Too! Co 


Vv 
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Want Ads 

Water Master Co 

Weller Electric Corry 

Western Tool & Stamping Co 

Wheel-Horse Prods. Co 

Wickwire Bros., Ine 

Wickwire Spencer Steel 
Div. of The Colorado 
Fuel & Iron Corp 

Wire Products Co 

Wricht Power Saw & Tool 
Div., Thomas Industries 
Ine , 1 

Wright Steel Wire Co., G 

Wyatt Mfce. Co 


Y 


Yale & Town Mfg. Co., 
Ceramics Dept 

Yard-Man, Ine 

Yardley Plastics Co 

Yuba Power Prods., Inc 
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Long Wheel Base, Wide Tread give 
better footing and more stability. Weight 
is spread out to provide more traction and 
give better working advantage with any 
attachment. 


« 


- 
Front Axle’s Forward Location lets 
owners make tight turns... pivot turns 
in less than 16% feet! 


Power Director quick-shifts between 
high and low range on the go! There’s up 
to 42 percent more power in low range 


where it’s needed... travel speed is 
boosted up to 50 percent in high range 


< > 


Low Profile . .. High Clearance—the 

ideal combination because center of grav- 

ity is low, yet you get high clearance for 

travel over berms, rocks and other ob- 
D-14 35 hp, 4,200-Ib weight stacles. And, operators can SEE over, 
D-17 54 hp, 5,300-1b weight under and all around the machine. 


This new design lets owners move fast, keep four you've got a real profit-making package. Write 

wheels on the ground, push on through tough Allis-Chalmers Utility Tractors and Equipment, 

dirt, stand firm on deep trenching jobs. Milwaukee 1, Wisconsin, for complete details. 
Put on any production tool in the complete 


line of companion equipment—backhoe, loader, ALLI §- Cc nALRER & 














blade, auger, mower .. . you name it—and 
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Fastest Selling 
Storm Window Kit 


Over 100 Million People Will See 


BIG, PAGE-SIZE, 2-COLOR ADS LIKE THIS 


~ : 
Lash 


Keep Your Display Rack Filled With 


ALL NATIONALLY ADVERTISED 
Rotel Prices ae bed i n 


36” x 72” Plastic 


[) Sheet. 


it 





i 18’ Fibre Molding 


Package of Nails. 

One full size Storm 

window, packed 

| in each colorful box. 

36 in a Dispensing 
Carton 








aun 


pen 


PACKAGED 


Packaged in Snappy 3 Color Plastic Envelope. 


Now Appearing in National, State & Local Papers. 
They Will Keep Your Customers Asking for 


Fiex-0-Glass & Other Top-Quality Plastic Products 


In On This Timely Advertising 





Warp's’’ For Extra Sale 
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warp? 
tScreen-GLAass 


* f 
+ 32 pur: O-PANE 
as 35¢:) om 
bf 28° & “ 
| 36" widths 36: 
Chaar Plastic C ie widths 
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READY TO TAPE OW 


Two Full Size Storm Windows ; 
in Each Kit —— 


ions 


) 36" x 72" 


2) rystal Clear 
Plastic Sheet 
wv ee) and 200° 
Pe }} Special 4° 
er Tape 


~ Packed 12 to Attractive 
Counter Merchandiser 


@ 


2 Sheets Plastic—72” x 36” 
36 Feet Fibre Molding 
2 Packages of Nails 


fectened Material Will Be Exagoed To Sunlight For Any oo of Time, Use 





WARP BROS. 


»s, Extra Profit 


Warps fe iis 


ER | seme 
STORM COVERS 


COMPLETE KITS FOR DOORS AND WINDOWS 





PLASTIC 


WINDOW MATERIALS 








DOOR KIT 


l 


36” x 84° weather- 
proof kraft with 
12” x 12” clear 
plastic window 


2. 21’ Fibre molding 
3. Package of Nails. 
Individually wrapped 
ready to sell. Packed 12 to 
a Handy Despenser Carton 
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MAKE Your wOmeE WINTER TIGHT ORarr 
eh To Jace Up 


“Warps 
\ASTIGURSS 











WARP'S «iy 
DISPLAY ~ — 
RACK 


Tamer 
—— 

wm 500 
nay 
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Picture Window Size 


Packed 6 in attractive counter 
Display Box 





MARK-UP 


BLACK COVERALL 
Pre-Cut Round 
Siuace Cover 


4 Gauge Heavy Duty 
Black Coverall 





Carried d by Reliable Jobbers Everywhere 


CHICAGO 51, ILL. 
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COUNT.ON HIS COOPERATION FOR 


Merchar 


@ Your Atk wholesaler can do a lot more than _him tell you how others have set up saw displays. 
give youa_ .e selection of quality cutting equip- _‘ Follow his suggestions on combination sales and 
ment. He knows a lot about saws—but more im- __ special seasonal promotions—watch your saw vol- 
portant, he knows a lot about sales. ume climb. ‘ 

Your Atkins wholesaler salesman has a fine Depend on your Atkins wholesaler for merchan- 
background—knowledge, training and experience _— dising and sales help. And standardize with his 
with saws and saw uses. On top of that, he has the Silver Steel line for complete coverage, fast sales, 


merchandising experience- and he knows saw repeat business and customer goodwill. 





users—to help you increase your sales. Ask him & 
. r ALWAYS SELL =.’ 
for advice on window and counter displays. Let ATKINS < 
—A CUT ABOVE 


THE REST! 








(1) No. 65 Perfection hand saw. (2) No. 75 Jun- 
ior Mechanic. (3) No. 2 back saw. (4) No. 25 
dovetail saw. (5) No. 20 curved pruner. (6) No. 
37 combination saw. (7) No. 36 nest of saws. 
(8) No. 38 compass saw. (9) No. 9 compass saw. 


(10) No. 50 coping sow. (11) Silver Steel files. SAWS 
(12) A-3 hacksaw blade assortment. BRANCHES: Chattanooga + Philadelphia 
Chicago + Los Angeles + Portland, Oregon 











ATKINS complete line of saws is represented by JOHN T. EVERETT CO., Memphis, Tennessee—— 
Selling to the wholesale trade in: Tennessee ¢ Mississippi ¢ Alabama ¢ Florida « Georgia « South Carolina 


For more information use Handy Returr Card, Page 83 SOUTHERN HARDWARE for November, 1958 





